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‘Agency Man X’ Tells 
Agency Why It Lost 


Facts to Show That 
Copy Would Probably 
Produce Was Criterion 


New YorK—Last week the story 
of Agency Man X, engaged in 
picking other agencies for a multi- 
million-dollar advertiser (AA, 
July 4), took a new twist—the un- 
successful agencies were notified. 

One of the agencies which failed 
to land the account explained some 
of the proceedings which went on 
in the solicitation. Agencies bidding 
for the account were told that (1) 
no agency could hope to handle 
a competitive product; (2) there 
was to be no speculative copy, 
and (3) agencies should submit a 
letter or brief answering these 
four questions: 

1. That it has facilities and 
know-how for determining selling 
problems. 

2. That its method of operation 
has proved successful on other ac- 
counts it has serviced. 

3. That it has some personnel 
with experience in this field. 

4. That it can present evidence 
that a recommended campaign will 
produce results. 


= The agency in question pro- 
tested against answering Question 
Four—on the basis that it was un- 
answerable. Agency Man X said 
he didn’t care how the soliciting 
agencies chose to answer that ques- 
tion, but he would say it was a 
most important one. He said that 
if the agency were the advertiser 
and were spending several millions 
of dollars in advertising, he was 
sure it would want some assurance 
of results from its spending. 

The agency tootled back to its 
offices and sweated out a brief. 
The brief was duly turned in and 
acknowledged. In about a week’s 
time the following letter arrived, 
signed by Agency Man X: 

“As you know, some weeks ago 
issued invitations to a 
umber of agencies to solicit its 
—~—__———division. Your agency was 
ne of those invited. 

“Shortly thereafter, I was asked 
by Mr. to review ’s 
entire advertising operation with 
view to strengthening it wher- 
‘ver possible. This involved con- 

leration of the agencies already 
invited to make presentations. I 
notified these agencies, at the 

1e, that our chief interest at that 
point was determining the quali- 
ations of several new agencies 
who might possibly be brought 
o the—————_ picture. 


no oD 


® “I have been occupied with an 
over-all study of—————-~’s adver- 
ing operation for the past month, 
d I am writing you at this time 
acquaint you with the recom- 
Yendations I have made and the 
‘cisions that have been based on 
tose recommendations. 

“In order to assure continuity 
f r—___——during a transition 
riod, I have recommended that 
» drastic agency changes be 
ade—pending the outcome of a 

(Continued on Page 54) 
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Sears, Ward Cut 
Down Payments 
on Appliances 


Cuicaco—The nation’s two top 
mail order and retail chain op- 
erators, Sears, Roebuck and Mont- 
gomery Ward, eased their credit 
terms last week to meet, at least 
in part, the competition of “no 
down payment” appeals of other 
retailers on major appliances. 

Lower down payments offered 
customers by Sears and Ward are 
identical, and will apply to both 
retail stores and catalog trade. 
Both will require down payments 
of only $5 on all major appliances 
selling up to $200, with a $10 
payment on appliances over $200. 
The former rate had been 10% 
of the item. 

The buyer is offered up to 24 
months to pay, and the terms 
cover such “big ticket” items as 
refrigerators, gas and _ electric 
ranges, washers and ironers, home 
freezers, vacuum cleaners, radio 
and television sets, and sewing 
machines. 

Aldens, Inc., which operates 
seven retail stores in Illinois, In- 
diana and Iowa as well as its 
mail order business, announced 
that it will follow the same credit 
policy established by the larger 
companies, Spiegel, Inc., however, 
will make no store-wide or catalog 
changes in present credit dealings 
with customers. 


ws Ward’s 621 stores throughout 
the country are using 542-line 
newspaper ads announcing the 
lower down payments. No further 
announcement copy will be em- 
ployed, but the easier terms will 
be stressed in subsequent product 
copy placed by the _ individual 
stores. Store promotions, sales de- 
monstrations, etc., will feature the 
new credit setup. The company 
will retain its 10% down payment, 
with 18 months to pay, on all 
(Continued on Page 8) 


Local Slumps... 


Commerce’s current job. 
See ‘In Washington,’ 
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NATIONAL SWEEP—Modglin Co.'s year- 
old Perma-Brooms, 3,000,000 of which 
have been sold, will get their first maga- 
zine push next fall with full-color ads 
like this. W. Earl Bothwell, Inc., is the 
agency. (Story on Page 22). 


Magnavox Drops 


10° Video Set 
from Fall Line 


Trend Toward Larger 
Tubes Apparent; Many 
Small Tube Sets Out 


New YorK—Televiewers with 
small screen sets may find them- 
selves owning collectors’ items be- 
fore too many months if the pres- 
ent trend—lower prices for larger 
tube sets—continues. 

Magnavox Co. last week, writ- 
ing off the 10” tube as a “dead” 
item, announced discontinuance of 
production of that size screen and 
sharp price reductions for 10 and 
1244” models. This is the second 
major video set manufacturer to 
make sizable price cuts on its 
new fall TV line shortly after its 
introduction. Philco Corp. reduced 
the list price on several 1949-50 
receivers from $20 to $70 a few 

(Continued on Page 49) 
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FCC Bans Giveaways; 
ABC Going to Court 


Complete Ban on ‘Lotteries’ Effective Oct. 1 Throws 
Broadcasters Into Uproar; Legal Action Sure to Come 


WasHINGTON—The Federal Com- 
munications Commission Friday 
adopted a rule which classifies 
most of the popular giveaway pro- 
grams as lotteries. 

By a three-to-one vote, the com- 
mission accepted virtually intact 
anti-giveaway proposals issued a 
year ago (AA, Aug. 9, ’48). Since 
the broadcast of lotteries is pro- 
hibited under the Federal Com- 
munications Act, the rule means 
that stations broadcasting the pro- 
scribed giveaways after Oct. 1 
will be ineligible for license re- 
newals. The rule will also apply 
to applications for new stations. 

The three “majority” commis- 
sioners swept away opposition 
voiced at a hearing held last Octo- 
ber by finding that a broadcaster’s 
effort to attract circulation by 
holding out a prize opportunity 
constitutes “consideration” within 
the scope of the lottery laws. 


ws “Any supposition that there 
must be a direct sale or other form 
of contract before a scheme in- 
volving some form of considera- 
tion is presented does not take 
into account the nature of the 
medium of broadcasting and its 
economics,” FCC said. 

“Where such a scheme is de- 
signed to induce members of the 
public to listen to the program and 
to be at home available for selec- 
tion as a winner or possible win- 
ner, there results detriment to 
those who are so induced to listen 
when they are under no duty to 
do so. 

“And this detriment to the mem- 
bers of the public results in a 
benefit to the licensee who sells 
the radio time and circulation to 
the sponsor, and to the sponsor as 
well, who presents his advertis- 
ing to the audience secured by 

(Continued on Page 49) 


Last Minute News Flashes 
Blue Cross and Blue Shield Appoint an Agency 


CuHIcAGO—Blue Cross and Blue Shield Commissions, national coor- 
dinating agencies for 90 hospital care plans and 64 medical care plans, 
with headquarters in Chicago, have named Frederick, Franz & Mac- 
Cowan, Chicago, as their agency, to develop a coordinated promotional 
program including direct mail, posters, spot radio and enrollment cam- 


paigns for local use. 


Rudwick Joins Gordon; Agency Changes Name 


New YorK—Gordon & Mottern has changed its name to Gordon & 
Rudwick. Marvin I. Rudwick, formerly vice-president in charge of 
sales, Edelbrew Brewery, is the new principal. Edward F. Mottern left 
the agency six months ago and is on the executive staff of Raymond 


Spector Co. 


Jewelry Chain Appoints Schwimmer & Scott 


Kansas Ciry—Helzberg’s, which operates five jewelry stores in 
the Kansas City area, as well as other retail outlets in Topeka, 
Wichita, Des Moines and Mason City, Ia., has appointed Schwimmer 
& Scott, Chicago, to handle its account, effective Sept. 1. Radio and 


television will be used. 


Franchey to Wilhelm-Laughlin-Wilson 


Houston—W. A. Franchey, formerly with McCann-Erickson, and 
previously with Russel Seeds and Wm. Esty & Co., has been appointed 
copy director and member of the executive plans board of Wilhelm- 


Laughlin-Wilson & Associates. 


(Additional News Flashes on Page 53) 


New YorK—Reacting quickly 
to the drastic action last Friday 
of the Federal Communications 
Commission in announcing that 
broadcasts of giveaway programs 
after Oct. 1 will result in non-re- 
newal of station licenses, Ameri- 
can Broadcasting Co. said it “will 
immediately test the legality of 
the commission’s regulations.” 

ABC currently carries 13 give- 
away radio programs, seven of 
which shower the home audience 
with cash or merchandise, and 
three network TV prize programs. 
The lineup includes “Stop the 
Music,” king of the giveaways, 
backed by four sponsors on radio 
and TV. 

The other three major networks 
refused comment on the startling 
action of FCC, which fell like a 
bombshell in radio circles at noon 
Friday. 


a The ABC statement follows: 

“American Broadcasting Co, 
believes that the new definitions 
announced today by the FCC, 
stigmatizing any radio and tele- 
vision giveaway programs as lot- 
teries, as not in the public inter- 
est, are an invalid attempt to ex- 
tend existing law. All of the pro- 
grams broadcast over ABC facil- 
ities are legal and none is a lot- 
tery. 

“In issuing its regulations, which 
constitute a new definition of what 
is a lottery, the FCC, as a result 
of the action of only three of its 
seven members, has taken action 
that is inconsistent with the sys- 
tem of private broadcasting which 
has flourished in this country, and 
is a first step by the federal 
government into actual program 
planning. 


a “As Commissioner Hennock 
stated in her defense, the com- 
mission’s action is unwarranted. 
ABC proposes immediately to test 
the legality of the FCC regulations 
in the courts. This action is in ac- 
cord with the position ABC an- 
nounced a year ago when the FCC 
tirst disclosed its proposed regu- 
iations. 

“No changes will be made in 
ABC programs as a result of the 
FCC regulations. We teel certain 
that appropriate injunctive reliet 
will be granted to the radio in- 
dustry and to the many interested 
aavertisers as a resuit ot the liti- 
gation which ABC will begin im- 
mediately. 

“We do not believe that a gov- 
ernment agency should set itself 
up to decide what radio and tele- 
vision programs the public should 
or should not hear and like. Let 
competition take care of that. The 
programs on the radio and tele- 
vision networks and stations, 
against which the FCC regulations 
apparently are directed, are ex- 
tremely popular. They have high 
entertainment value and are lis- 
tened to with enjoyment by mil- 
lions of people daily.” 

(Continued on Page 53) 
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Dewey & Almy to Humphrey 


H. B. Humphrey Co., Boston, 
has been named to handle the ad- 
vertising of Dewey & Almy Chemi- 
cal Co., Cambridge, Mass. Initial 
plans call for promotion of the 
company’s Cry-O-Rap consumer 
products. 


To Deane, Klein & Davidson 


Lee Hunt has joined Deane, 
Klein & Davidson, Philadelphia 
agency, to handle radio accounts. 


PERSONAL - 


@ R&.7.8.*, everyone here anxious to 
knew more about what you're selling. 
Send word through KIOA, we'll be 

@ sure to hear. + 
As Des Moines’ only 10,000t watt 
station, KIOA will serve you admir- e 

* ably in towe's abundent market. 
Ceverage maps, schedules and evail- 
abilities ore yours for the asking, e 

e . . See any Pau! Raymer man or 
write direct to KIOA, Des Moines, 

. lowe. e 


*Radio Time 
+10,000 Watts } 4 s. 000 Watts night 


Two Sponsors Vie 
for Same Football 
Games on Same Net 


PHILADELPHIA—When two major 
advertisers decide that they want 
to sponsor the same football games 
over the same network, fireworks 
might be expected. 

Atlantic Refining Co. some time 
ago signed contracts to telecast 
the University of Pennsylvania 
home football games from Frank- 
lin Field for the ninth consecutive 
year. Philco Station WPTZ will 
handle the telecasts for the tenth 
straight year. 

Then American Tobacco Co. de- 
cided that it wanted to air the 
same games over the NBC-TV 
network, for which WPTZ is the 
local outlet. 


s Fortunately, N. W. Ayer & Son 
is the agency for both advertis- 
ers and, after a conference with 
American Tobacco and Atlantic 
Refining Co. officials, it worked 


. 


out a neat solution to the problem. 

Station WPTZ will furnish two 
sets of cameras, two audio and two 
video systems (one for the net- 
work) and two announcers, Lucky 
Strike will stay out of the Phil- 
adelphia area, but its network 
schedule will be kept flexible 
enough so that Penn games will 
be seen in all cities where more 
important games would compete. 

In addition, two sets of spotters 
and two monitors will be used 
so that voices will not intermin- 
gle. 


Campbell Soup Ups Murphy 

W. B. Murphy, executive assist- 
ant to the president of Campbell 
Soup Co., Camden, N. J., has been 
named a vice-president of the 
company. He joined the company 
in 1938. 


Doyle Leaves Y&R 

Richard N. Doyle has resigned as 
space buyer in the San Francisco 
office of Young & Rubicam to enter 
the lumber business in New Jersey. 
His successor has not been an- 
nounced. 


Wage Earners 
Want and Depend 


on Advertising 


Macfadden Forum Study 
Proves Great Majority 
Favor Most Advertising 


NEw YorK—Wage earners read, 
are interested in, and follow ad- 
vertising, and depend on it for 
helpful suggestions, new ideas, 
news of new products and price 
information, according to a survey 
just completed by Macfadden Pub- 
lications’ “Wage Earner Forum,” 
under the supervision of its re- 
search director, Everett R. Smith. 

The “Wage Earner Forum” 
comprises a panel of 1,500 wage 
earner families distributed 
throughout the U. S. in proportion 


FOR DRIVE AND POWER IN EVER-GROWING INDIANAPOLIS 


Power in circulation to drive deep into Indianapolis and the areas around 

. strength of editorial following to press your sales effort home to hundreds 
of thousands of buyers living in or surging daily into the nation’s biggest 
inland capital—that’s what makes The Star and The News hard to beat 
in the “dollar for dollar’’ pay-off. 


With a combined circulation of 358,769, they saturate Indianapolis and cover 
44 surrounding counties whose people are rich contributors to the market’s 
wealth and its $1% billion retail sales. 


Unequaled market information provided by The Star and The News give 
you the “‘inside line’? when it comes to decisions on your sales campaign. 
Write for it. 


KELLY-SMITH COMPANY * NATIONAL REPRESENTATIVES 
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THE INDIANAPOLIS NEWS 
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| York, previously had the accoun 
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to wage earner employment con- 
centration. 

In the opinion of a majority o: 
wage earners questioned, adver- 
tising in magazines gives then 
the best information. Newspaper: 
rank second and radio commer- 
cials third. Nearly every one o! 
the wage earner wives looks a‘ 
some or most of the advertise- 
ments in magazines and newspa 
pers. Nine out of ten report tha 
they listen to radio commercials. 

The total of husbands who loo} 
at magazine advertisements i 
about the same as for their wives 
Somewhat fewer look at newspa 
per ads. But more men than wo. 
men listen to radio commercials. 


ws Nearly a fifth of the wive: 
queried said that they object to 
“singing commercials.” No tabula- 
tion of men’s reaction on this is 
shown in the study. 

Nearly 100% of the wives and 
almost as many husbands said 
that they would not want ads 
removed from magazines or news- 
papers, while three-fourths of both 
would not suggest that advertis- 
ing commercials be removed from 
radio. 

In a breakdown to the question, 
“What ads (media) give the best 
information?” the responses were 
as follows: All equal, 41.8%; 
magazine, 38.1%; newspaper, 
32.3%; radio, 9.6%. The totals are 
more than 100% because some 
listed two media. 

In reply to “What interests you 
most in the advertising you read 
or hear?” the answers were: (1) 
helpful suggestions; (2) new ideas; 
(3) information; (4) prices, and 
(5) news of new products. 


s Most of those queried said that f 


advertising is not comprehensive 
or specific enough in certain re- 
spects, particularly as to detailed 
specifications and prices. 

Nearly all of the wives reported 
that they look in the stores for 
things they have seen advertised. 
More than half of them said that 
they do so often, and the other half 
do so occasionally. Older wives, 
the survey shows, are more in- 


clined to look often in stores, their f 


experience having “apparently 

taught them the value of this.” 
Both husbands and wives be- 

lieve in substantial majority that 


the manufacturer of an advertised f 
product is more apt to stand back f 


of his goods. This opinion is held 
more strongly among the wives. 


ws The wage earners do object tof 
some advertising: Almost a fifth] 


of the wives dislike many prod- 
ucts advertised. Another fifth 
complained about singing com- 
mercials; 18% of the 47.7% who 
found some advertising objection- 
able dislike repetition, and 13% 
of the objecting segment dislike 
“misrepresentation.” 

More than half the wives 
(59.8%) and 69.3% of the hus- 
bands think advertising adds to 
the cost of a product. Their hus- 
bands, however, believe by a vast 
majority (83.9%) 
ing creates more jobs. In this co1i- 
nection, more union workers b»- 
lieve ads make jobs than no- 
union workers, 85.3% 
with 82.6%. 


Nemow Names Dunay & Rad»! 


Nemow Co., New York, mak2! 
of medicinal tablets, has retain: 
Dunay & Rader, New York, as ‘s 
agency. Nemow is “women” spell °¢ 
backwards. A small space newsp:- 
per campaign will be started 1} 
once in major eastern marke s./ 
Hanly, Hicks & Montgomery, Ni 


IF YOU USE CAR CARDS 
Send for FREE Sample 


“CARDISPLAY' 


UNIQUE POINT-OF-SALE 
~»  CAR-CARD HOLDER 


CARDISPLAY CO. 
1004 MARQUETTE AVE., MINNEAPOLIS, MI 
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Loss-gaps in media selling occur whenever you 
lack representation at the times media buying 
decisions are being made... 


. «+ whenever advertisers and agencies are consid- 
ering market and media opportunities in your field; 


- whenever they’re selecting individual media for 
their lists; 


. ++ whenever they’re settling differences of opinion 
in closed media conferences; 


- «+ whenever they’re revising lists and schedules. 


How Service-Ads* help avoid loss-gaps 


At the points of media decisions, listed above, buyers rely on their 
experience, their memories, and on srps for the information that de- 
termines their final media choices. 

Right then, the cumulative work of your salesmen, your direct mail, 
your trade paper advertising may go for naught unless your story is 
summarized in a Service-Ad* near your listing in srps, where it’s the 
habit of media buyers to look for buying information. 

Service-Ads* are simply up-to-date, point-of-decision reminders. 
When they offer substantial facts that help buyers buy, they bridge 
the loss-gaps in your lines of communication with advertisers and 
prospects. They’re your representatives when all other means of con- 
tact are excluded. They reach the people responsible for media de- 
cisions in every agency placing national advertising and in the most 
important advertising companies. 


Expert copy help available 
Just write L. M. Forbes, Manager, Copy Service Department in our 
Chicago office, or talk with any sRDs representative about what we 


may be able to do to help you help media buyers give your medium 
the consideration it deserves. 


FOUR POINTS that make SRDS a good, economical 
advertising medium, different from any other 


1. srps does not just “reach” buyers. orderly fashion, to help them buy 
Buyers reach for it! wisely, without wasting time! 

2. In srps you do not seek to interest 4. sRDS covers no counter display 
buyers in your media information. specialists; few retail store advertis- 
Here buyers seek information about ing people. National buyers of space 
your medium! and time only are the regular users 
3. In srps you need not divert pro- of srps (space buyers, time buyers, 
motion dollars to costly artwork; nor advertising managers, account execu- 
waste space on attention-getting de- tives) — the people most concerned 
vices. Buyers want useful information with the selection of markets and 
in these pages, arranged in simple, media. 


Aids to media selling 


The Spor Rapio Promotion HanpBook and the Business PAPER 
PrRoMoTION HANDBOOK illustrated here are designed to help you in- 
crease sales and reduce unit sales costs. They’re two of a series being 
developed from intensive, objective study of media buying practices 
and procedures. Each covers the full range of major media-selling 
tools (salesmen, direct mail, publication advertising) in terms of 
what kind of help advertisers and agencies expect from each. These 
two Handbooks are available from any srps office or representative 
at $1 a copy. Other Handbooks will be announced as they are com- 
pleted. 


*SERVICE-ADS are advertisements that supplement media listings in any 
Section of srps with useful information that sells by helping buyers buy. 


The National Authority Serving the Media Buying Function 
Walter E. Botthof, Publisher 


333 NORTH MICHIGAN AVENUE, CHICAGO 1, ILLINOIS 
NEW YORK + SAN FRANCISCO + LOS ANGELES 


0 vou suffer from loss-gaps in your media selling? 


The five Service-Ads* 
‘iMustrated here put their 
stories before media buyers 
at the most important of all 
times—when they're deciding 
where to place their 
advertising. These Service-Ads* 
were featured in the second 
of a series of SRDS 
advertisements in business 
publications to call media 
buyers’ attention to this 
additional source of buying 
information in SRDS. 
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THE MIDDLETOWN PRESS 
MIDDLETOWN. CONNECTICUT 


The Julius Mathews Special Agency. Inc. 


sosTON | NEW YORE PHILADELPHIA SYRACUSE CmICAGO DETROIT 


This Service-Ad was featured in SRDS ad 
appearing in Advertising Agency, Broad- 
casting, Editor & Publisher, Printers’ ink, 
Sales Management, Sponsor, Tell. 
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This Service-Ad was featured in SRDS ad 
appearing in Printers’ ink. 
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IN THE KEY SOUTHEASTERN MARKET 


The Atlanta Journal 
SERVES YOU BEST! 
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This Service-Ad was featured in SRDS ad 
appearing in Editor & Publisher. 


More Facts 
About Woman’s Day 


3.300.000 average net paid for period (rom August, 1949, through 
January, 1950. 
Character: )00% single copy sales (largest of any magaune in America). 
Ovilets: Every AGP sore in US and Canada Newsstands in Colorado 


Geographical Coverage 6 airs cont of Rock Mountains Plus Destrict of 
Cobvmina Ontatwe and Quebec (anads and Los Angeles and Seattle orcas. 
Price: 10 all ABP stores. 10 on newsstands in Colorado 
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ADVERTISING 
Revecse: § 95.635,783 for 1948, up HG trom previews year. +coler revenue 
increased 41% 
Mooge: 1948 linage totalled 739 pages. 
Aecocets: Hall of all counts represent products Nor sold in grocery sore. 

No magazine, with any circulation, at any cou, excels Woman's Dey 
in the quality of ts Gcolor reproduction. 

EDITIONS Woman's Day i printed im seven sectional editions, 
and adveriisng accepted im ome of amy combination of these ediuons 
COPY TESTING «splices copy testing svarlable im black snd whue and tcolor 
eeacens- 
HT housewives 4% of readers ender 
2% hare one of more children 91% of reader lames have incomes 
over 62000 


81% marred 
"barrows surveys by independent outside sowrc es 


This Service-Ad was featured in SRDS ad 
appearing in Tide. ge 
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This Service-Ad was featured in SRDS ad 
appearing in Broadcasting, Sponsor, Ad- 
vertising Agency. 
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Illinois Governor 
Vetoes Fair Trade 
Law for Cigarets 


SPRINGFIELD, ILL.—Illinois’ Gov- 
ernor Adlai Stevenson last week 
vetoed a fair trade cigaret price 
act designed to halt sales of cig- 
arets at cut-rate prices. 

Governor Stevenson denounced 
the bill, passed by the state legis- 
lature, as an “out and out manda- 
tory restriction on free competi- 
tion.” The law would have set up 
fair trade prices for cigarets and 
declared any stores which sold 
them below the fixed prices as 


SIGHS OF LONG LIFE” 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 


Artkroft® 
900 Kibby St. Lima, U.S.A. 


US re OF 


violators of the law. 

The governor asserted that he 
saw no reason for prohibiting 
cigaret competition just because 
“some group” deems it ruinous. 
“Price fixing,” he said, “shouldn’t 
be undertaken lightly without 
some strong justification.” 


Simons Named Crosley A. M. 


George E. Simons, formerly 
advertising and sales promotion 
manager, major appliances, Gen- 
eral Electric 
Co., Bridgeport, 
Conn., has been 
appointed adver- 
tising director of 
the Crosley divi- 
sion of Avco Mfg. 
Corp. in Cincin- 
nati. Mr. Simons 
previously was 
advertising direc- 
tor of General 
Electric X-ray 
Corp. Mr. Simons 
succeeds E. L. 
Redden, who resigned the Crosley 
advertising post recently. 


G. E. Simons 


Senator Murray 
Calls AMA Plan 


‘Machiavellian’ 


Says Medical Ethics 
Have Been Turned 
Over to ‘Hucksters’ 


WASHINGTON—The Senate was 
told Tuesday that the fight against 
President Truman’s plan for a De- 
partment of Welfare followed “a 
carefully laid out and well-exe- 
cuted plan which would do credit 
to Machiavelli.” 

Sen. James Murray (D., Mont.) 
charged that Whitaker & Baxter, 
public relations firm handling the 
American Medical Association’s 
fight against the national health 


insurance program, kept all the 


big guns carefully muzzled “until 
the very last day of the hearing.” 

“Suddenly, AMA changed its 
signals...A pinch hitter was sent 
in...The cloak of reasonable- 
ness was set aside. It was made 
crystal clear that AMA was will- 
ing and ready to smash any plan 
for reorganization if, by any re- 
mote stretch of a publicity man’s 
twisted imagination, they might 
do harm to the President’s health 
program.” 


= Despite Senator Murray’s bitter 
attack on AMA, the Senate voted 
60 to 32 to kill the plan which 
would have meant cabinet rank 
for Oscar Ewing, key man in the 
administration’s drive for national 
health insurance. 

“In the long run,” said Senator 
Murray, sponsor of the health in- 
surance legislation, “I sincerely 
believe AMA is digging its own 
grave, and that in the end every 
doctor in America will regret the 
blindness and arrogance of their 


A S9 BILLION MARKET 


HUGE IMMEDIATE 
AND CONTINUING 
DEMAND FOR ALL 
TYPES OF MASS 
HOUSING & FEEDING 


_— 


~. 


PRODUCTS 


MEET the ever-increasing demands put upon them .. . to 
maintain their physical plants on a practical, economical basis 


. to increase efficiency and sanitation . . 
of their dining and housing facilities . . . 
. to perform these and the many other serv- 


personnel relations . 


ices vital to successful, profitable operation . . 


. to raise the standards 
to better customer and 


. institutional man- 


agement as a whole has embarked on a gigantic program of 
expansion, remodeling and refurnishing of present structures and 
construction and equipping of new buildings. 

Evidence of this comes from all parts of the country and is con- 
firmed in the latest survey conducted by INSTITUTIONS Magazine 
among 40,000 mass feeding and mass housing establishments. 
Actually upwards of $9,000,000,000 has been ticketed for projects 
now planned or under way during the current year. This money 
will be expended on products that fall in hundreds of categories, 
the major classifications of which are listed below. 

Here is a market of tremendous proportions which is actively 


and constantly in motion. It’s a market that is ready and waiting 


for your products .. . 


PLANNED INSTITUTIONAL 
EXPENDITURES FOR THE 


NEXT 12 MONTHS 


— 
IRR ESISTIBLE 


Srptitutions a 


——_____ 
RAISED ROLL FORMULA 


right now. This is the market which is served 


S¥ 


reach the buying and specifying factors 
which make up the institutional field: 


© Hospitals 


. 
© Colleges and Universities 
. 


Airlines 


Si 


THESE ARE INSTITUTIONS 


INSTITUTIONS Magazine and INSTITUTIONS CATALOG DIRECTORY 


* Hotels *¢ Asylums, Municipal and 
State Institutions 

* Restaurants and Cafeterias 

Schools e Army, Navy 

Government Institutions 

Industrial Cafeterias and © Office and Public Buildings 

Restaurants © YMCA's and YWCA's and 


© Jobbers, Dealers, and YMHA's 
Distributors © City and Country Clubs 
® Steamship Lines and © Utilities 
Shipyards © Architects, Engineers, 
* Railway Systems Decorators Designers 


Other Institutions 


coe 


VTL. 


in the following institutions 


and 


in all its phases only by INSTITUTIONS Magazine and INSTITU- 
TIONS CATALOG DIRECTORY. If you are not familiar with 
the many ways in which these publications can serve you .. . if 
you want to know how you can obtain your full share of business 


in the institutional field .. . 
tising Agency without delay. 
agency write direct. ° 


If you 


MAINTENANCE 

and REPAIR 

Paint 

Floor Cleaning 
Equipment and Supplies 
Maintenance Chemicals 


Napery 


Office Equipment 


Lamps Elevators 


MAJOR PURPOSES FOR WHICH THIS $9 BILLION IS BEING SPENT 


Chinaware, Silverware, 


Bedding and Towels 
Business Machines 


Maintenance Machines REMODELING 
Heating 
REFURNISHING Air Conditioning 
Furniture Plumbing 
Draperies Lighting 
Carpeting Structural Changes 


we urge that you Consult Your Adver- 


do not have an advertising 


RE-EQUIPPING 
Fire and Safety 
Equipment 
Kitchen and 
Laundry Equipment 
Refrigeration 
Intercommunication 
NEW CONSTRUCTION 
Construction 
General Furnishings 
Food Service and 
Other Mechanical 
Equipment 
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leaders. 

“But this is of no concern to 
Whitaker & Baxter. They never 
miss a trick to keep the iron hot, 
to justify and perpetuate their 
six-figure income. They have a 
good thing.” 

The Senate expenditures com- 
mittee, handling Hoover Commis- 
sion recommendations, already had 
voted to oppose the administra- 
tion’s Department of Welfare pro- 
posal. Committee members, claim- 
ing important Hoover Commission 
recommendations were ignored, 
said they would vote for the de- 
partment, provided health activi- 
ties were taken out from under 
Mr. Ewing. 


s In his attack on AMA, Senator 
Murray claimed “incredible viola- 
tions of professional integrity” are 
countenanced “because the ethics 
of medicine have been placed at 
the disposal of hucksters.” 

He said the action of the Min- 
nesota State Medical Association 
last May, authorizing its mem- 
bers to place professional cards as 
paid advertisements in local news- 
papers, was “an open bribe to the 
press of the state and, in fact, an 
abandonment of ethical standards 
which the medical profession has 
held sacred for 100 years.” 

The senator charged that AMA 
has collected $2,000,000 “to plaster 
the nation with posters, billboards, 
broadsides, pamphlets; to din into 
our ears by radio, and to use all 
the other techniques by which 
toothpaste and body deodorants 
are sold, in order to scare the liv- 
ing daylights out of the American 
people by painting anybody ‘red’ 
who dares to suggest that some- 
thing ought to be done to make 
decent medical care available to 
them.” 

He claimed the decision to hire 
Whitaker & Baxter was made by 
“a small minority, composed main- 
ly of specialists reporting incomes 
above $50,000 a year,” and that 
“the rank and file could only be 
nauseated in silence,” when Whit- 
aker & Baxter “registered them- 
selves as lobbyists in Washington 
at $9,000 a month.” 


Macy Can Sell DuMont Sets 


As an Unauthorized Dealer 

R. H. Macy & Co. last week was 
given the green light to sell, ad- 
vertise and deliver DuMont tele- 
vision sets, but not to represent 
itself as an authorized DuMont 
dealer. This was the New York 
state supreme court’s decision on 
a Macy motion for the lifting of 
a temporary stay granted Aug. 4 
after the set manufacturer com- 
plained that the store was adver- 
tising DuMont receivers at cut- 
rate prices. 

The court is expected to act 
this week on DuMont’s reques' 
for a permanent injunction ban- 
ning Macy’s from advertising or 
selling its sets. 


Julian to McDonald 

Clinton B. Julian, formerly wit! 
Maclean-Hunter Publishing Corp. 
has joined Roy M. McDonald & As- 
sociates, publishers’ representative 
He will handle advertising sale: 
in the South and Southwest fo: 
five American Chemical Society 
publications: Industrial & Engi- 
neering Chemistry, Chemical & En- 
gineering News, Analytical Chem 
istry, Chemical Abstracts an¢ 
Journal of the American Chemica 
Society. 
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New York City® 


a ee eet Poe ogee ee a i eee a eee eee aa 2 ee ot ae hs ae Fa 3 ee Re ets Pee. a uae 
a s Mee Shes Bree eis i... os ee ? ay em aN nee ‘ ” wi ies Ss = iene rat , sae Sait <e ee io ee 7? 3 <p ahs a oF | rr 
Cai’ a | | ee 
ee 
en 
6 
i —— 
| 
; | 
ss oe : 
— > 
, 3 uz 
te, ce el ees =: | 
| Te) A be py EO 
| : | ee ie of I ; Z j \ 
: ; P ~ jl \ 
Ni SEG ici ; 
Pe he | 4 | r mw 
a Eds 2 y 
: = | a 
2 cpt NY — / 
\ 
a 
— bij i 
a 
ae: 
$ 926,722,000 ee 
3 a MAINTENANCE | 
: and REPAIR es 
: 5 745,540,000 ‘ 
Ba ne ; ee aes. 2 
= . oe | | 
. —S s z be o we ee » | | | 
= ahestitutions E Consutt Your ADVERTISING AGENCY | wy 
P ‘ CATALOG DIRECTORY | | ; lt 
| . ~~ ; 
: a ee (INSTITUTIONS MAGAZINE - INSTITUTIONS CATALOG DIRECTORY errs tir 
| | Be RC IAN Sono! cor on recut 
r Eye as . ee z a * nae Pn el aoe % Ske wa oa < ¥ : 4 (tts hy Bee i oN ee : es iv as % ne i a saat se s 5 ES Tt GROIN te os st mB, \ ® ; a sete oe: es 2 if ee, a < 


22, 1949 


tern to 
' never 
on hot, 
> their 
have a 


5 com- 
ommis- 
idy had 
inistra- 
re pro- 
claim- 
nission 
znored, 
he de- 
activi- 
under 


senator 
viola- 
ty” are 
ethics 
ced at 


2» Min- 
ciation 
mem- 
irds as 
news- 
to the 
act, an 
ndards 
yn has 


AMA 
ylaster 
ards, 
n into 
ise all 
which 
orants 
ie liv- 
erican 
r ‘red’ 
some- 
make 
ble to 


» hire 
de by 
main- 
comes 
| that 
ly be 
Whit- 
them- 
ngton 


WCAU’S Umbrella Coverage covers the largest audiences in 
the nation’s third largest market. . . . Current ratings give 
WCAU the biggest audience acceptance in its history. WCAU 
is the best and most economical road to sales success in 
the Philadelphio market. 


CBS AFFILIATE 


The Philadelphia Bulletin Stations 


ce ask onde sect eS 


ae ia ial c «oa aa rae oe ey dee : ae pee ee ety) iam Fe rete i se eta ee 
i ee ee ee. eer wreee hs ee et RN ose sg csc cg Fae <a, <q m  pa ce ite Aa 
ela an «cgi i, ee ne. , ae eee. > lal oe a e ea a ge 8 ee ener or a, es 3 i clas 
7 » § id 
e oO © YS 
mA 0) O 900 9 O oe | 
Pee O ea Oo O.0 ore | 
: . ) O + a 
{ 
| 
' a 
t 
: \ 4 - 
. “ 
ts , 
< was ae 
, ad- ay (ae oS be 
tele- “i ie : 
‘esent — aie 
Mont me iil 
York a os 
nm on : 
ig of 
ug. 4 
com- 
iver- 
cut- 
» act 
quest 
ban- 
ig or 
(oe 
wit! e : 
-Orp. a 
¢ As- a 
i ties 
itive Pe 
sale: as 
| for es 
ciety bee 
ingi- a4 
¢ En- 
hem 
an< 
nica : 
e 
aA :: 
ere 
- 
2 aaa : 
OOF 2 A ee (awe oe eit te ae Re ae ey le WA A Oe Bare ia ed Stade a bic We. ok a. ate = r ae Sid ae og Ye Big ree tk a=. (Sethe ewe ihe ig isa 2 ST Pare, b 2 - te. * Pay <2) oa aes 
Nintoh ’ rn pai Sei ROR hel nl ee a BS) BRN sa ee ee an, We ene ee ee 


44 
y 
x 


Publishes House Organ 

Russell Mfg. Co., Middletown, 
Conn., has published the first is- 
sue of “Tape Talk,” a monthly 
publication for Venetian blind 
manufacturers and dealers and 
major department stores. 


Epstein Appoints Levitt 


Alvin Epstein Agency, New 
York, has named Melvin Levitt as 
copy chief. Mr. Levitt was former- 
ly with the Baltimore Sun. 


CUT RISING COSTS IN 


ADVERTISING PRODUCTION 


ue CRAFIINT 


DOUBLETONE 


Drawing Papers 

Tints 
thet ere instently “brough 
application of developers. Finished art con 
have twe tones of gray plus bleck and white 
and still reprod oe ight line work. 
WRITE TODAY for pattern chart and infer- 
mation. Available at your dealer or direct. 


THE CRAFTINT MFG. COMPANY 
. 1615 Collemer Ave., Cleveland 10, Ohic oe 


Business Looks 
Good, Experts 
Tell ‘Economist’ 


New YorK—A majority of more 
than 100 industrial and mercantile 
executives who contributed to a 
symposium on business trends 
published in the current issue of 
the Department Store Economist 
express confidence that there will 
be an economic upturn in 1950. 

The first page of the Aug. 12 
issue of Retail Memo, weekly di- 
gest of trends and ideas, pub- 
lished by the retail division, Bu- 
reau of Advertising, American 
Newspaper Publishers Association, 
is devoted to quotations from the 
Economist’s article, which is at- 
tracting wide attention. 

Some of the outstanding opin- 
ions in the Economist survey are 
as follows: 

Jay D. Runkle, vice-president 


and general manager, Crowley, 
Milner & Co., Detroit, declares that 
“the economic barometers to watch 
are steel and the automotive in- 
dustry...The length and depth 
of the present economic readjust- 
ment will be determined largely 
by what happens in them.” 

Frank M. Mayfield, president of 
Scruggs-Vandervoort-Barney, St. 
Louis, predicts that “department 
store sales will show a decline of 
6 to 8% and that the business slide 
will accelerate,” but he believes 
that “1950 will be a good deal bet- 
ter.” 

David H. Scholl, vice-president 
and general manager, Wm. Taylor 
Son & Co., Cleveland, expects “de- 
partment stores will go down be- 
tween 3 and 6% monthly during 
the fall, and that this tendency 
will continue into the spring of 
1950.” 

A. R. Scharff, president, B. Low- 
enstein & Bros., Memphis, declares 
that “if, as the records state, de- 
partment store business is running 
generally 6% behind throughout 
the nation, it is still, with the 


exception of 1948, the largest vol- 
ume in our history.” 


a Other comments: Benjamin H. 
Namm, chairman of the board of 
Namm’s, Inc., Brooklyn: “No ma- 
jor slump seems to be indicated. 
The inflationary trend has been 
definitely arrested...There is 
nothing wrong with our national 
economy that could not be cured 
with just one prescription: a 
healthy respect for the profit mo- 
tive in business.” 

Don G. Mitchell, president, Syl- 
vania Electric Products, New York: 
“If in the next six months we can 
get some degree of stabilization of 
prices, 1950 will be a reasonably 
good year—the first of a number 
of very healthy years.” 


Donald B. Tansill, vice-pres- 
ident, Pepperell Mfg. Co., New 
York: “...no chance of the pres- 


ent readjustment culminating along 
severe lines.” 

Paul H. Nystrom, president of 
the Limited Price Variety Stores 
Association, New York: “The out- 
look for the vemainder of 1949 


The 


Detroit News 


Has It! 


Whether your product story is specifically aimed at a male audience, 


female audience, or both, The Detroit News commands it in the Detroit market. 


Gauge its effectiveness with BOTH sexes by the simple, yet conclusive, fact that 


. The News consistently carries MORE MEN’S AND WOMEN’S WEAR 


ADVERTISING THAN ANY OTHER DETROIT PAPER! 


The News plays no favorites . . 


sports-writing staffs, the most interesting features, the best-read editorials 


and America’s most talked-of women’s pages. 


Definitely, all you need is The Detroit News to sell the Detroit market. 


444,173—toto! weekday circu- 
lation—agoain the highest week- 
day circulation ever attained by 
ony Michigan newspaper 


NATIONAL REPRESENTATIVES DAN A CARROLL, 110 E 42ND ST. NEW YORK 17—THE JOHN E. LUTZ CO, TRIBUNE TOWER. CHICAGO 1! 


$59,675—total Sunday circula- 
tion. A.B.C. Figures for 6-manths 
Period ending March 31, 1949 


. woos and wins BOTH sexes... with the best news and 


Owners and Operators of Radio Stations WWJ, WWJ-FM, WWJ-TV 


Advertising Age, August 22, 1949 


for the variety stores of this coun- 
try is from fair to good.” 


ws Walter D. Fuller, president of 
The Curtis Publishing Co., Phil- 
adelphia: “If business is going to 
turn upward, it is going to need 
power to climb the hill, and that 
power is salesmanship.” 

E. J. Thomas, president, Good- 
year Tire & Rubber Co., Akron: 
“Business volume and profits will 
continue to decline steadily until 
the summer of 1950.” 

H. W. Prentis Jr., president, 
Armstrong Cork Co., Lancaster 
Pa.: “The low point of the read- 
justment period will be reached 
during the second half of 1949.” 

Myron H. Ackerman, president 
Men’s Tie Foundation, New York: 
“The neckwear industry has gained 
20% while all other segments o! 
men’s wear have fallen off in sale: 
volume...There are plenty of 
consumers’ dollars looking for low- 
price, well-made and well-styled 
merchandise.” 

W. E. O’Brien, general sales 
manager, Toastmaster division, 
McGraw Electric Co., Elgin, IIL: 
“Some retail stores have forgotten 
to put the ‘sell’ in their ads... 
more good, hard-hitting selling 
copy is necessary.” 


a G. D. Crain Jr., publisher of 
ADVERTISING AGE, Chicago: “There 
never was a time when courageous 
and intelligent salesmanship, at 
producer and retail levels, would 
pay off as well as now.” 

Cloud Wampler, president, Car- 
rier Corp., Syracuse, N. Y.: “We 
should experience a real upswing 
in business some time during the 
first half of 1950, or perhaps ear- 
lier.” 

Neil Petree, president, Barker 
Bros., Los Angeles: “It probably 
will take another six months to 
adjust expenses to declining vol- 
ume. Even so, the profit showing 
should not be a poor one com- 
pared with prewar figures.” 

Wm. A. Hart, director of adver- 
tising, E. I. du Pont de Nemours 
& Co., Wilmington, Del.: “We 
ought to stop trying to forecast 

.and work harder to create an 
atmosphere of confidence favor- 
able to business.” 


BUSINESS PROSPECT 
GOOD, ‘BW’ FINDS 


New YorK—Business is likely 
to remain good at least until th« 
end of 1949, according to the cur- 
rent issue of Business Week. The 
magazine notes that the year-end 
is the danger point. 

At that time, Business Wee! 
says, the national economy wil 
have some new tests to weathe! 
“Auto sales, a strong prop so fa 
this year, will probably slacke: 
in the fall. Exports are expecte: 
to drop. Business spending fo 
new plant and equipment will al- 
most surely be down by at lea: 
5%. 

“On the other side of the ledge: 
there will be compensating fac 
tors at work.” Among these th 
magazine notes increased militar 
spending, and payment of divi 
dends to veterans holding G.I. lif 
insurance policies. 

The important readjustment sti 
to come, according to the maga 
zine’s editors, is the scaling dow 
by business of a very high lev: 
of capital investment: “If the dro 
is severe, it could cause troub! 
by the turn of the year.” 


SCBA Adds KTTV and KCSB 


The Southern California Broac 
casters Association has adde 
KTTV, Los Angeles, and KCSI 
San Bernardino, to its membe! 
ship. This brings the total men 
bership to 41 stations and net 
works in addition to 16 FM a! 
filiations. 


Film Counselors Moves 

Film Counselors, Inc., has move 
its offices to 8 W. 40th St., Ne 
York 18, and has become incorpo! 
ated. 
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EDITOR 


“People will believe it when they read it in The Times”’ 


Report becomes fact . . . “could be” becomes “must be” . . . for hundreds of thousands of Southern 
California families when an item appears in the Los Angeles Times. The unparalleled reader-confidence, 
built by faithful and honest editing for 68 years, is a powerful plus to the largest daily circulation in the 


West. Together they mean sales action for advertisers in the nation’s third largest market. 


LOS ANGELES TIMES 


REPRESENTED BY CRESMER AND WOODWARD, NEW YORK, CHICAGO, DETROIT AND SAN FRANCISCO 
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Wesco Appoints MacMullan 

Wesco Associates, New York, has 
added Henry MacMullan to its 
staff as an account executive. He 
was formerly sales promotion man- 
ager for National Carbon Co. and 
Hoffman Beverage Co. 


Stuart-Bullock Joins Orr 

W. B. Stuart-Bullock, with 
Young & Rubicam for nine years, 
has joined Robert Orr & Asso- 
ciates, New York, as copy super- 
visor. 


Sears, Ward Cut 
Down Payments 


on Appliances 


(Continued from Page 1) 
other items. 

Sears’ 632 stores are expected 
to use their regular ad copy in an- 
nouncing the new terms and, until 
the next catalog is printed, mail 
order purchasers will also be told 
that .credit terms have been re- 
laxed. Sears requires a 5% down 
payment on items retailing up to 
$50. 

Officials of Spiegel, Inc., said 
last week that it will continue its 
present credit policy, although its 
retail stores obviously will match 
any “reasonable” reduction made 
by a neighborhood chain competi- 
tor. 

Spiegel buyers are asked to pay 
$10 down on anything purchased if 
they are opening new credit ac- 
counts. However, the company re- 
quires no down payment from 
established customers for “add-on” 
orders. Spiegel operates a_ total 


of 160 retail outlets, including fash- 
ion stores, J & R hardware stores, 
a five-store furniture chain in 
Chicago and six other furniture 
stores in other major cities. 

Up until now, Aldens’ store and 
catalog terms have been 10% down 
payment on everything sold, with 
up to 18 months to pay and a full 
24 months in the case of most 
major appliances, radio and video 
sets, furniture, and rugs and car- 
peting. As with Spiegel, it requires 
no down payments on “add-on” 
orders from established customers. 


‘Journal’ Appoints Wynn 

James M. Wynn, formerly sales 
director of Station WHAS, Louis- 
ville, and previously promotion 
and public relations director of 
the Louisville Courier-Journal and 
Louisville Times and WHAS, has 
been appointed advertising director 
of the Atlanta Journal. 


“Western Candy’ Names Emmet 

Western Candy Review, San 
Jose, Cal., has named Herman Em- 
met of Gerard Velthaus Associ- 
ates, New York, as the publica- 
tion’s first eastern representative. 


Starch Reveals 


New Continuing 
Video Study 


New YorK—Do viewers look 
forward to seeing your commer- 
cial? Are they unaffected by your 
video sales message? Do they find 
it objectionable? What effect is it 
having on brand preferences? 

These are some of the questions 
which will be answered for adver- 
tisers in the Continuing Starch 
Report on Television Commer- 
cials, to be published monthly by 
Daniel Starch & Staff starting Sept. 
20. 

Major network commercials and 
a selection of spots on the air 
during August will be covered in 
the first report based on 400 in- 
terviews in New York, Chicago, 
Philadelphia, Boston and Balti- 
more. 

The Starch organization, which 
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for 18 years has measured the ef- 
fectiveness of newspaper and 
magazine advertising but has never 
covered radio, has evolved a tele- 
vision research technique after 
several months of experimentation. 
Seven field studies were made in 
the New York area during the past 
five months. ° 


# Starch representatives will open 
their home interviews by showing 
a card list of brand names for the 
product to be covered—cigarets, 
soap, etc.—and asking the viewer, 
“Which one would you buy?” 

The respondent will then be 
shown a story board—a series of 
still picture sequences of the TV 
commercial. If he remembers ever 
having seen the commercial, he 
will be asked to choose one of five 
answers to approximate his reac- 
tion toward it. 

The Starch reports will include 
a tabulation of the reactions to the 
sales message; percentages on the 
number of persons who had seen 
the commercial and those who 
hadn’t, who “would buy” the prod- 
uct; and, later, charts showing the 
commercial’s rating from month 
to month. 


a Interviews will be made in tele- 
vision homes only. Sampling tech- 
niques used in Starch magazine 
studies will be applied in the video 
surveys to be taken during the 
first seven days of the month. 

Jack Boyle will direct the tele- 
vision program for Starch. Cau- 
tioning against placing too much 
emphasis on trends evidenced in 
the preliminary, experimental tests, 
Mr. Boyle said in general cartoons 
seem to wear better than commer- 
cials using live models. 

“One of the most interesting 
points noted to date is the evidence 
that men look at television more 
than women do,” he added. “One 
theory is that the masculine rat- 
ing shows up. high on programs 
scheduled while the Mrs. is doing 
the dishes or putting the kids to 
bed. Whatever the reason, we will 
watch closely to see if this trend 
is borne out in findings in future 
studies.” 

Test scores on “like-so-much- 
look-forward-to-seeing” ranged 
from 2 to 30%. “Definitely-dislike- 
or-object” covered a similar range, 
scoring from 2 to 34%. 


we Charges for the new Starch 
service, details of which were made 
public Thursday at a press con- 
ference, have not yet been def- 
initely determined. Mr. Boyle 
said the price schedule will be 
based on the amount of “activity 
in TV with one basic subscription 
price and an additional charge for 
each network show and spot com- 
mercial covered.” 

The basic rate is expected to be 
about $150 a month if only one 
network show is reported on 
Charges for non-agency subscrib- 
ers also are being developed. 

One factor yet to be determined 
which will affect the price sched- 
ule, will be the number of story 
boards which can feasibly be cov- 
ered, with accuracy, in a single in- 
terview. 


Welch Gets Research Post 
At Foote, Cone & Belding 


Foote, Cone & Belding, Nev 
York, has appointed Barrett F 
Welch director of research. Sher 
wood Dodge 
vice-president il 
charge of medi: 
and research, wil 
continue in th 
same capacity. 

Mr. Welc! 
joined the agenc 
in August, 194’ 
Previously h 
had his own re 
search busines 
in Chicago, spe 
cializing in th 
store audit fielc 
Prior to service in the war, he wa 
assistant advertising manager 0 


" Barrett Welch 


Morton Salt Co., Chicago. 
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‘Fewer babies will die 
...- because women acted! 


starch 
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THIS IS SCANDALOUS — decided women on his coast-to-coast program—and the 
readers of the recent COMPANION article, National Safety Council gave it an award 
“Too Many Babies Die.” The desperate for exceptional service to safety! 

lack of proper care and facilities through- Results like this distinguish the 
out the maternity cycle was dramatized in COMPANION as the women’s magazine leader 
this significant feature—and aroused women when it comes to getting action! Below is 
went to work! Requests for thousands of further proof that it’s smart to keep the 
reprints poured in—a nationally-known COMPANION in mind for getting things 
radio commentator highlighted the article across to the women! 


to be 
y one 
1 on 
scrib- 


1ined 
ched- 

story 
. COV- 
le in- 


\ 
\_ | 


\ 


genc “C JBBY” IS THE WORD—for the Companion! Special Pack- MORE LINES ON FOOD — In the first five months of 1949, the THE MAIL REALLY GETS THROUGH! —A blouse pattern, selling 
194° 4g 1 Club Programs help over 415,000 women in more than COMPANION was tops among the 680 line women’s service for 20¢, brought 4,291 orders in 2 months! This deluge 

y bh +2 0 clubs plan community programs that get results. New magazines in editorial linage devoted to Food, Home is typical of the response that CoMPANION offers always 

sines ‘ec 1ests for club participation are coming in at the rate of Furnishing and Amusements. More “woman interest’’ means arouse. More proof that the CoMPANION knows what 
spe Vv ¢ 700 a month! more interested women readers! women want—and brings it to them regularly! 


ere WOMAN’S HOME COMPANION 


THE MAGAZINE OF PERSONAL SERVICE, HOME SERVICE. PUBLIC SERVICE 
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‘Fewer babies will die 
..- because women acted! 


THIS IS SCANDALOUS — decided women 
readers of the recent COMPANION article, 
“Too Many Babies Die.” The desperate 
lack of proper care and facilities through- 
out the maternity cycle was dramatized in 
this significant feature—and aroused women 
went to work! Requests for thousands of 
reprints poured in—a_ nationally-known 
radio commentator highlighted the article 


BBY” IS THE WORD — for the CompaNion! Special Pack- 
Club Programs help over 415,000 women in more than 
) clubs plan community programs that get results. New 
ests for club participation are coming in at the rate of 
700 a month! 


WOMAN’S HOME 


THE MAGAZINE OF PERSONAL SERVICE, HOME SERVICE. PUBLIC SERVICE 


on his coast-to-coast program—and the 
National Safety Council gave it an award 
for exceptional service to safety! 

Results like this distinguish the 
COMPANION as the women’s magazine leader 
when it comes to getting action! Below is 
further proof that it’s smart to keep the 
COMPANION in mind for getting things 
across to the women! 


MORE LINES ON FOOD — In the first five months of 1949, the 
CoMPANION was tops among the 680 line women’s service 
magazines in editorial linage devoted to Food, Home 
Furnishing and Amusements. More “woman interest’’ means 
more interested women readers! 


COMPANION 


THE MAIL REALLY GETS THROUGH! —A blouse pattern, selling 
for 20¢, brought 4,291 orders in 2 months! This deluge 
is typical of the response that CoMPANION offers always 
arouse. More proof that the CoMPANION knows what 
women want—and brings it to them regularly! 
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EET THE PEOPLE 


who are your biggest customers! 


The leading citizens shown at left are 3 of the 1,020,879 known in their own communities. The man < 
_ people who buy the MIRROR day after day. achievement may be scarcely known in the pa 
. William Borchers ° . ° ° ° 
Executive Vice President ; eee locality in which he lives. He is often a persor 
North Side Savings Bank we > od ae other high-positioned, well-off people buy the eeuste te lestten icmuie: Gam Seek? 


Do “leading citizens’’ buy more? Plain horseser 
you no. Campbell would go broke selling its sou 
to the 41,000 people listed in ‘‘Who’s Who”’ or the 
families living in New York City’s ‘‘A”’ districts! 


Yes, they do 44.1% of the families who live in “A’’, or 
upper-income, districts of New York City are MIRROR 
readers. Fact is, in the 60 of 116 city districts where home 
ownership is greater than 20%, the MIRROR has twice the 
circulation of the New York Times. What is most important to national advertiser: 
power that moves copies of the MIRROR up-an 
the income scale, from the downy couch of the dia) 
dowager to the dinner table of the dime store clerk 
can also move goods up and down the income p’ 
The MIRROR gives advertisers not only the top-inc 
“‘Who’s Who in America’”’ says no, “. . . those who but the middle-income many—resulting in the big 
are broadly prominent in some special field are little of big volume sales! 


Fortier Pecetdene But how important are a few thousand top-drawer people 


Cree marth oe Co. in a jam-packed city of millions? Do “leading citizens” 
influence the buying habits of the butcher, the baker, the 
candlestick maker? 


L. A. Swirbul 
President 
Grumman Aircraft Corp. 


i i Sich aR aaa 
Sth pty a BFS Hi 


¥. 


THE MIRROR DELIVERS 44.4% TO 247.1% Aiken, South Carolina. If the baseball fans wear shirts costing o1 


$10.95, shoes at $7.95, the amount they spent is far more than 


MORE CONSUMERS THAN 6 OUT OF 7 on $200 Harris tweeds, $40 tattersalls and $32 imported brogu 
people always spend more than “‘big name’’ people. Because m 
OT H E R N E Ww YO R K N EWS PAP E R S : women read the New York MIRROR, such top-volume departme 

and Gimbels buy more space in the MIRROR than in 6 out of 7 oth 


Greater ‘numbers of consumers mean greater profits! Compare, for example, papers—and more color linage in the Sunday MIRROR MAGA 
bleacherites at Ebbets Field, Brooklyn with the spectators at the polo field in New York Sunday newspaper supplements combined! 
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C. William Borchers 
Executive Vice President 
North Side Savings Bank 


Miss Mary Dillon 
Former President 
Brooklyn Borough Gas Co. 


L. A. Swirbul 
President 
Grumman Aircraft Corp. 


EET THE PEOPLE 


who are your biggest customers! 


The leading citizens shown at left are 3 of the 1,020,879 
people who buy the MIRROR day after day. 


Do a lot of other high-positioned, well-off people buy the 
MIRROR? 


Yes, they do 44.1% of the families who live in “A’’, or 
upper-income, districts of New York City are MIRROR 
readers. Fact is, in the 60 of 116 city districts where home 
ownership is greater than 20%, the MIRROR has twice the 
circulation of the New York Times. 


But how important are a few thousand top-drawer people 
in a jam-packed city of millions? Do “leading citizens” 
influence the buying habits of the butcher, the baker, the 
candlestick maker? 


“‘Who’s Who in America’’ says no, “. . . those who 
are broadly prominent in some special field are little 


known in their own communities. The man of great 
achievement may be scarcely known in the particular 
locality in which he lives. He is often a person whose 
work is better known than himself.” 


Do “leading citizens’’ buy more? Plain horsesense tells 
you no. Campbell would go broke selling its soups only 
to the 41,000 people listed in ““Who’s Who”’ or the 95,000 
families living in New York City’s “‘A”’ districts! 


What is most important to national advertisers is the” 
power that moves copies of the MIRROR up-and down 
the income scale, from the downy couch of the diamonded 
dowager to the dinner table of the dime store clerk—for it 
can also move goods up and down the income pyramid! 
The MIRROR gives advertisers not only the top-income few 
but the middle-income many—resulting in the big profits 
of big volume sales! 


ee a ie “s 


THE MIRROR DELIVERS 44.4% TO 247.1% 
MORE CONSUMERS THAN 6 OUT OF 7 
OTHER NEW YORK NEWSPAPERS! 


Greater ‘numbers of consumers mean greater profits! Compare, for example, 
bleacherites at Ebbets Field, Brooklyn with the spectators at the polo field in 


Aiken, South Carolina. If the baseball fans wear shirts costing only $2.95, slacks at 
$10.95, shoes at $7.95, the amount they spent is far more than the polo fans spent! 
on $200 Harris tweeds, $40 tattersalls and $32 imported brogues. Big numbers 0/ 
people always spend more than ‘“‘big name’’ people. Because more men and mort 
women read the New York MIRROR, such top-volume department stores as Macy's 
and Gimbels buy more space in the MIRROR than in 6 out of 7 other New York ne.s- 
papers—and more color linage in the Sunday MIRROR MAGAZINE than in all 
New York Sunday newspaper supplements combined! 
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THE MANY BUY MORE THAN THE FEW! 


The few may buy the Rolls Royces, tins of Pate de Foie Gras, Haut Monde 
Cigarettes. But the many in the remaining 95% of the great MIRROR audience 
are the kind of people who, consulting their own needs, preferences, bank balances, 
have bought Chevrolets, Cadillacs, Campbell’s soups, Chesterfields, to make 
General Motors, Campbell’s, Liggett & Myers three of America’s largest cor- 
porations! 


Most of the men and women who read the New York MIRROR (1,267,932 
men and 1,105,612 women daily, and 2,700,236 men and 2,665,645 women 
Sundays, according to findings of Daniel Starch and Staff) are plain, average 


TO SELL THE PEOPLE 


Americans. They have the slightly-higher-than-U.S.-average incomes which 
you would expect of an urban audience. 


By spending over $23,000,000 a year to read the MIRROR daily and Sundays 
(that’s nearly 8 times the amount spent on Fortune, America’s costliest 
magazine) they have made the MIRROR the second largest newspaper in 
America! 


And by spending what they do on other products, they help make America’s 
great corporations great. 


They are many enough and moneyed enough to make your advertising in 
the MIRROR among the most profitable in the New York market. 


‘TELL THE PEOPLE 


IN THE 


NEW YORK MIRROR 


1,020,879 DAILY @ 2,161,918 SUNDAY 


Publishers’ statements to ABC, 3/31/49 
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More on ‘Per Inquiry’ Deals 


A couple of weeks ago we denounced “per inquiry” and “per sale” 
deals in these columns, as detrimental to the existing media structure, 
as harmful to advertising in general, and as possible violations of the 
laws which require equal treatment for all under comparable con- 
ditions. 

We have not changed our opinions, and we are startled to discover 
that “per sale” deals are being hatched in numerous places, including 
advertising agencies. The deals, mostly involving radio, are all the 
same in essence: A setup which enables a group of manufacturers 
or others to secure commercial time, either for spot announcements 
or as part of a participating show, without guaranteeing any pay- 
ment for this time. Payment for the time used, instead of being at 
conventional card rates, is made by allowing the station a commis- 
sion on the goods sold. 

These deals which attempt to turn advertising media into retail 
merchants are defended on several principal counts: (1) They per- 
mit the small fellow who could not afford to advertise to offer his 
wares promotionally; (2) they utilize “sustaining time,” which other- 
wise would be a total loss; (3) they enable a radio station to earn 
more than the card rate if it does a good sales job. 

The arguments fall of their own weight: (1) There is no more rea- 
son for an advertising medium to supply advertising space or time 
on a speculative basis than there is for any other supplier of bus- 
iness needs to do so; furthermore, advertising is one of the few serv- 
ices which is available in almost any desired “size” or “quantity” 
to fit the purse of any size business. (2) No radio station would have 
any “sustaining” time, ever, if its facilities were available to all on 
a “per sale” basis. (3) As we have said before, a radio station or any 
other advertising medium is, and should be, in the business of pro- 
viding advertising facilities, not that of a door-to-door salesman 
gambling its time against the saleability of some one else’s mer- 
chandise. 

No one can blame a manufacturer for accepting “per sale” deals 
if they are offered to him. But we are a little surprised to find ad- 
vertising agencies willing to set them up, and we are more than a 
little surprised to find media willing to accept them. 

The idea is just as sound, basically, as a pyramid club—but not 
one bit more sound. 


Quit Kidding Yourself on Brand Loyalty 


Last week we published results of a study made by the Student 
Marketing Institute for Brand Names Foundation, revealing “strong 
brand consciousness” among young people, with regard to candy. 

We don’t doubt a bit that every one of the figures presented was 
accurate, and that the study, embracing 44 high schools and colleges 
in 29 states, was “scientifically” done. But this kind of “brand 
preference” study, especially when concerned with an item like 
candy, which is about 99% an impulse purchase, can be misleading 
as the very devil. 

Suppose your teen-age boy or girl thinks Mars bars are out of this 
world. Will she (or he) leave a candy counter without any bar be- 
cause Mars isn’t in sight? Not on your candy-striped tie. And we'll 
wager, too, that nothing like 81.8% of the girls or 76.5% of the boys 
always buy boxed candy by naming a particular brand; that is, by 
naming the same brand. From our own long-forgotten candy buying 
days, we’d suspect that the recipient actually “names the brand” 
more often than the purchaser—at any rate whenever a repeat of- 
fering is involved. 

Brand loyalty is at best a very uncertain thing, especially with 
reference to convenience and impulse purchases. Usually it takes 
continuous hammering to get it: but let’s not forget the importance 
of availability at the point of sale. 
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“You'll find my firm a good financial risk 
and an affair with 


—Lichty, Chicago Sun-Times 


... it’s weathered a depression, two fires 


my secretary...“ 


Unbiased Opinion 

We pay little attention to un- 
signed letters, on the general 
theory that a man who is unwill- 
ing to sign his name to information 
or opinion is not on a par with one 
who is. 

Last week we had a letter from 
a reader of this cclumn in Brook- 
lyn, signed only “Truth in Adver- 
tising.” Truth enclosed a clipping 
of an ad for Schaefer beer, show- 
ing Red Barber (“famous sports- 
caster for the Brooklyn Dodgers’’) 
| hoisting a goblet of brew, with 
the headline “Finest Beer I Ever 
Tasted—Schaefer!”’ 

“How far can you go with testi- 
monials?” asks our untitled cor- 
respondent. He then points out 
that Barber works for WMGM, 
not the Dodgers, and indirectly for 
Schaefer, on whose radio and TV 
programs he works. 

“So practically this is an em- 
ploye of the advertiser giving the 
| commercial,” Truth sums up vir- 
|tuously, adding: “He [meaning 
_Barber] also announces for the 
, advertiser during the broadcasts.” 
| Offhand, we can’t think of any 
/reason for prohibiting a star on 
ia sponsor’s show from endorsing 


the product. Seems logical enough. 


Sweet Violets 

| When Harry Ferguson, Inc., 
wanted to send out a flyer on its 
| new manure spreader and loader, 
| it perfumed the mailing piece. 
The result was delighted com- 
ment from the Ozarks to Michigan, 
|as farmers viewed the picture of 
the malodorous machine while 
_ sniffing a compelling odor of vio- 
lets. 


No Reform 

Our radio scout reports that on 
| Sunday, Aug. 7, Henry Morgan 
| managed to mention CBS twice 
| during a four-minute guest stint 
on Kyle MacDonald’s TV show 
(an NBC sustainer) much to his 
hostess’ visible consternation. 


Ear Plugs in 

One of our TV-fan friends was 
jarred by the news that Lewyt 
vacuum cleaners are equipped with 
a Video-Pak, which eliminates in- 


terference on the screen. “What 
about the noise?” shrills our 
friend; “if my wife stood right be- 
side my TV set with a noisy vac- 
uum, I’d murder her.” 


Poll in the Office 

Scout J. R. Schoeninger, copy 
director of E. F. Schmidt Co., Mil- 
waukee, reports a survey made by 
his company among several thou- 
sand admen in the Chicago-Mil- 
waukee area, on what they liked or 
disliked about the girls who work 
for them. 

Biggest peeves: sloppy work, 
loafing, tactless, immature, too 
personal, voice too loud, and wears 
sweaters. 

Good points: general intelli- 
gence, efficiency, neat appearance, 
common _ sense, _ trustworthiness, 
sense of humor...and wears 
sweaters. 

Guess this proves there are al- 
ways good and bad points to every~- 
thing. 


Jottings 

About the funniest media solic- 
itation letter we’ve seen is one 
mailed to agencies by the Daily 
American, West Frankfort, Ill., in 
which it proposes a sort of Mar- 
shall plan with itself as benefi- 
ciary ... 

If you must know, after we com- 
mented on Tinea Pedis, and what 
Sopronol said it would do for it, 
we had letters from the agency ex- 
plaining that technical copy was 
simply peachy, and then Wyeth, 
Inc., which makes the product, 
shipped us a sample. We liked the 
closing paragraph of the letter 
from A. Douglass Brewer, ad di- 
rector: “It is our hope you are not 
a victim of this irritating condition 
(athlete’s foot, that is); but, if you 
are, this is a good way to restore 
the little piggies so they can go to 
market.”. . 

And there’s a TV fan in 
Worcester, Mass., one Charles A. 
Rich, who has quite a gag: he 
photographs celebrities appearing 
on his TV screen, sends each two 
prints, asking that one be auto- 
graphed and returned to him. He’s 
building quite a collection... 


Advertising Age, August 22, 1949 


Rough Proofs 


Thousands of Chicago shoppers 
responded to the coupon ads of the 
new Bonwit Teller store offering 
credit facilities. There’s some- 
thing about the invitation, “Charge 
it,” that no woman can resist. 


A Department of Commerce 
study says television may be a 
sales medium as well as an adver- 
tising medium. And _ ultimately 
with the aid of facsimile it may 
even permit the convinced prospect 
.o sign on the dotted line. 


An advertising medium which 
introduces its sales story with 
“Money, money everywhere” runs 
the risk of having the reader con- 
tinue the paraphrase of the An- 
cient Mariner with, “Nor any 
dough to spend.” 


Southern Ag tells about an aris- 
tocratic Holstein Friesian of Vir- 
ginia which broke records for the 
breed with the aid of three milk- 
ings a day. With a cow like that, 
the owner can rest assured a new 
record is in the bag. 


Televising the Quiz Kids seems 
to be a pronounced success, prob- 
ably because typical dumb adults 
get a kick out of seeing Joel Kup- 
perman and pals actually cerebrat- 
ing. 


“Take a holiday from dead- 
lines,” suggests Macfadden Deau- 
ville to harassed advertising exec- 
utives. An agency man may for- 
get deadlines, but a client on the 
phone can be just as harassing in 
Miami Beach as in New York or 
Chicago. 


The Tea Bureau is inviting a 
number of agencies to solicit its 
account and provide a solution for 
its problem. Stated simply, it’s to 
persuade people that hot tea in the 
cooler months can be just as en- 
joyable as iced tea in the summer 
time. 


WFBR points out with unusual 
penetration that a radio station 
can be first with all kinds of 
people, including men with one 
foot on the rail. This may be a tip 
for Budweiser, Schlitz and Pabst, 
and even for Schenley. 


After the Philadelphia Eagles 
finished denting the sod of Sol- 
diers’ Field with the College All- 
Stars August 12, a disillusioned on- 
looker suggested that the Chicago 
Tribune’s gala sports event be re- 
named Amateur Night. 


It was quite a struggle, but the 
eager prospects who were wait- 
ing anxiously to view the new 
Buick Special were finally let in 
on the carefully guarded secret of 
the price. 


The AA reader who saw “Look 
before you leap” (Baltimore News- 
Post), and “Test before you jump” 
(South Bend Tribune), got the 
final answer from the Statistical 
Tabulating Co.: “Don’t jump.” 

Copy Cus. 
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You can’t set bounds on America’s 3rd Market ! il 
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By auto, bus, train, trolley they travel... 


HALF THE PHILADELPHIA MARKET 
LIVES OUTSIDE THE CITY LIMITS! 


To sell the complete Philadelphia market 


GET MORE THAN THE 
HUB...GET THE WHOLE 
RICH MARKET! 


Daily Sunday 
INQUIRER INQUIRER 
Jo of Family Coverage 


. . . that’s more than 4,000,000 persons... 
you have to reach the millions who live 
in the prosperous towns, cities, suburbs 


and rural areas nearby. 


The chart at right shows how thoroughly 71.5 86.9 
THE INQUIRER tells your story to the whole — 69.2 88.2 
rich market ...including intense coverage wrens 63.8 84.8 
in the city zone itself. somites * 60.4 | 82.5 


NOW IN ITS 16TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


Che Philadelphia Mnguirer 


Exclusive Advertising Representatives: 


TED W. LORD, Empire State Bidg., N.Y.C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., Detroit, Woodward 5-7260 
West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 448 S. Hill St., Los Angeles, Michigan 0578 
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When Phil Kalech resigned as 
executive vice-president of Toni 
a year ago in May, he had some 
definite ideas about how to put a 
product on top and make it stay 

there—and a long 
ZT ees list of achieve- 
ments to prove 
that those ideas 
work in practice. 

In the course 
of his experience 
building news- 
paper circulation, 
and selling min- 
erals, soap pro- 
ducts, toothpaste 
and home perma- 
nents, he had 
come to the conclusion that pro- 
motion, advertising, merchandising 
and selling of any consumer pro- 
duct are interdependent—that for 
best results they ought to be di- 
rected uniformly to achieve the 
desired sales goal. 

Sound production management, 
he reasoned, buys raw materials, 
manufactures the product and 
warehouses it on as straight a line 
and as efficiently as possible, with 
control and supervision at each 
step of the way. 

For the distribution process to 
be made most effective, Phil is 
convinced that it must be handled 
in a similarly organized and con- 
trolled manner. Establishment of 
Phil Kalech Co., sales and mer- 
chandising consultants, in late 
spring last year, was a step toward 
proving that the philosophy is 
practical. 


Phil Kalech 


we Since he opened his offices in 
Chicago, more than 700 manufac- 
turers have offered him their lines, 
but at present he is concentrating 
on B-B ball-point pens, Beer 
Shampoo, and the spectacular new 
Tynar midget camera (AA, May 
16). 

Phil was born in Hartford, Conn., 
in 1901 and his family moved to 
Atlanta when he was eight years 
old. While still in grade school, 
he began his sales career as a 
newspaper boy for the Atlanta 
Journal, winning several prizes for 
his efforts. 

Later, he took up law, switched 
to engineering, then decided that 
neither of these fields had the ap- 
peal of selling and returned to the 
Journal as an inspector charged 
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Win for your product the influence 
and toad hw * of the 20,000 County 
Agents, Vo-Ag Teachers, Exten- 
sion Leaders and Soil Conserva- 
tionists who read Better Farming 
Methods every month. 


Who TRAIN and 


rao FARMING 


METHODS 


WATT PUBLISHING CO. SQ 
MOUNT MORRIS, ILL. 


You Onght toKnow eo ce Phil Kalech 


with building circulation. 

An enthusiastic outdoorsman, he 
occupied his summers as a swim- 
ming instructor at Oglethorpe Uni- 
versity. As the first World War 
neared its end, Phil began to take 
stock of himself. He found the cir- 
culation work interesting, but felt 
he wasn’t getting very far very 
fast. 


# He noticed an ad for a salesman 
in the newspaper and went to the 
Piedmont Hotel, where he found 
35 other men waiting to be inter- 
viewed, since the interviewer was 
out at the time. Phil disliked stand- 
ing in line—felt it was a waste of 
time. He asked the room clerk to 
point out the man who had run 
the ad when he called for his key, 
cornered him in the lobby and got 
the job before his new boss had 
even seen the line upstairs. 

He soon tired of selling the acid- 
iron mineral, obtained from springs 


in Virginia. “The pace wasn’t fast 
enough,” says Phil. Looking around 
again, he came across a notice that 
the Palmolive Co. was opening At- 
lanta offices and planned to have 
traveling men cover the southeast- 
ern states. 

Phil Kalech hurried over to the 
office, talked fast, and walked out 
with the South Carolina territory 
in his pocket. He was only 17 at 
the time, and the year was still 
1918. 

As the years went by, Palmolive 
became the Palmolive-Peet Co., 
and then Colgate-Palmolive-Peet. 
Phil moved from salesman to state 
manager to supervisor, then to dis- 
trict manager and finally to re- 
gional manager. One of the most 
interesting facets of the years with 
C-P-P, he says, was the training 
of sales executives. 


ws In 1942, when Charles Luckman 
was elected head of Pepsodent, he 
had a long talk with Kalech about 
the need for making advertising 
more effective by coordinating it 


with promotion, sales and mer- 
chandising. After their talk—and 
the proper offer—Phil resigned 
C-P-P and joined Pepsodent as 
sales and merchandising director. 
Ninety days after moving to Pep- 
sodent, Phil had a 145-man sales 
and merchandising force in the 
field. 

In 1946, when Toni home per- 
manents made their appearance, 
Phil resigned from Pepsodent to 
become executive vice-president 
and sales and merchandising di- 
rector of the Toni Co. 

According to Phil Kalech, he 
moved to Toni in November on 
the understanding that he would 
have complete charge of sales and 
merchandising operations, and that 
at the close of each month, the 
company’s profit would be plowed 
back into advertising. 

Toni at that time had a host of 
problems on its hands, says Phil, 
and their solution required power- 
ful advertising and a top-notch 
sales force. By 30 days after Ka- 
lech joined Toni, a complete sales 


Advertising Age, August 22, 1949 


program was established and the 
first salesman was calling ofi the 
trade. 


w The first major job, Phil con- 
tends, was to clean up all outstand- 
ing accounts—and there were 
thousands of them. Next, the de- 
cision was made to sell dealers on 
a straight selling basis, and a se- 
quence plan of operation (calling 
on every account) was established. 

In January, 1947, the Toni $2 
kit with plastic curlers was intro- 
duced. During the first three 
months, more merchandise was 
sold than during the entire pre- 
vious year—and he gives joint 
credit to both a hard hitting dis- 
play sales force and effective ad- 
vertising, which was handled by 
Foote, Cone & Belding. 

In January, 1948, Gillette Safety 
Razor Co. paid $20,000,000 for the 
Toni company. Sales continued to 
climb. Phil says he decided to make 
April a peak selling month; plans 
were laid, and the advertising- 
merchandising-sales team went to 


120 pages set... 


@ “She's all yours, Bill’... Emmett Gordon, @ After every edition...7:00 pm, 9:00 pm, 


in charge of advertising make-up since Vol. I, 
No. 1 of ‘The News, drops the advertising 
dummy for tomorrow’s issue on the composing 
room foreman’s desk. At Gordon’s appearance, 
compositors start clustering around the desk 
.--The time is 3:50 pn EDT, and the dummy 
five minutes late. 


@ “No hurry — what's the rush?” asks Bill 
Bessette with tired sarcasm. He leafs through 
the booklet of miniature pages which plot the 
position of every advertisement in the issue, 
give. out assignments to the waiting comps... 
Sam Varley, composing room superintendent, 
who comes in at 3:30, is already on the floor, 
making sure both men and machines are working 
smoothly. A little later, the pneumatic tubes 
from Editorial start spewing out single page 
dummies which fix the positions of features 
and news stories... 


@ The size of the issue was estimated yesterday 
... A series of make-up tables hold the forms 
required for tomorrow’s issue— always “today’s 
issue” in the composing room — five forms 

per table, two News pages per form. Matching 
page numbers are chalked on the steel frames. 


@ As soon as the dummy arrives, the men start 
building pages of features, dropping department 
store ads in customary positions. When a two- 
page form is finished and locked up, it is slid 

on a truck and wheeled away to the mat-makers. 


@ The ad dummy is due at 3:45 pm. The 
composing room time schedule calls for the 
first form to go to stereotype 
by 4:45 pm...four forms 
every five minutes until 6:00 
pm, then four forms every 
eight minutes... with 
everything in before 7:00 pm, 
half an hour before the first 
presses start on the early 
edition... A late start can cost 
10,000 production per minute 
lost! ‘he News composing 
room is rarely late, 


10:30 pm, 12:45 am, and 3:00 am... pages must 
be made over in the composing room for 
later news and pictures, sports pages scores, 
revisions and corrections. During the night, 
as many as twenty pages (which means 
forms) may be replated for late news breaks 


changed or added stories. With split-run 
advertising ...the Brooklyn, Kings, Queens, 
Manhattan, Newark edition and on some 
nights the Sunday predate (country)...a 
day’s production may run to 240 pages. 

‘The daily average is 120 pages. 


@ The mechanical array is formidable... 59 
Linotypes (54 with text and heads matrices, 

5 with heads only), 4 Intertypes for type to 
36 pt, 5 Ludlows for sizes to 96 pt, and cases 
of Gothic for handset heads... Five Elrods 
punch out metal leads and rules around the 
clock... Nearly nine tons of type metal, 750 
pigs of 24 lbs each, are melted and cast every 
twenty-four hours. ‘The type metal inventory 
runs over 140 tons! 


@ ‘The composing room force averages 450 men 
per day, about one-third machine operators, 
two-thirds hand men...The work schedule 

is enormously complicated. A typical day runs 
somewhat as follows...Dayside, 75 men at 
10:15 am... Nightside, 50 men at 3:15 pm, 

50 men at 4:15 pm, 50 men at 6:00 pm, 

6 operators on ad composition at 8:00 pm... 
The Lobster shift starts with 110 men at 
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work and turned in a volume of 
$4,000,000 for the month of April. 
On May 1, Phil resigned to estab- 
lish his own business. 

His first client was B-B Pen Co., 
whose ball-point pens, he claims, 
new outsell all other ball-point 
pens combined. 


a A more recent addition is Beer 
Shampoo, on which an impressive 
all-around campaign is ready to go 
(AA, July 11). 

And the latest product is the 
[ynar camera, made by Tynar 
Sorp., Los Angeles, a Phil Kalech 
subsidiary. The midget camera 
sells for $7.95, is built to handle 
1 16 mm. magazine containing 14 
1egatives. The magazine costs 50¢, 
ind the camera company develops 
the film and makes enlargements 
for $1 per magazine. 

Phil is convinced that the Tynar 
is a “hot” item, and the number of 
orders already in suggest the pos- 
sibility that the new product may 
quickly become another Toni. Fol- 
lowing introduction of the camera 


in August, a razzle-dazzle com- 
bination of publicity, advertising, 
merchandising and sales promotion 
will break, incorporating most of 
the tricks in the book and several 
new ones which the Kalech or- 
ganization, the Dave Hillman 
agency in Los Angeles and Rose 
& Loeff, Los Angeles public re- 
lations counsel, have developed. 
Still the outdoorsman, Phil’s 
new office at 200 E. Illinois St. is 
replete with about a dozen statu- 
ettes, plaques and pictures of 
horses, and he has several live ones 
on his Encino, Cal., ranch. Mrs. Ka- 
lech and Phil’s two daughters share 
this equine enthusiasm with him. 


Fred Gallup Joins G-E 


Fred H. Gallup, formerly sales 
manager of Chrysler Airtemp Dis- 
tributors and recently representa- 
tive of heating equipment manu- 
facturers in the New York area, 
has been appointed manager of 
distributor sales of the automatic 
heating division, air conditioning 
department, General Electric Co., 
Bloomfield, N. J. 


Safeway Telephone 
Quiz Contest Offers 
Westinghouse Prizes 


OAKLAND, CAL.—A telephone 
quiz is being sponsored in 11 west- 
ern states by Safeway Stores, as 
part of a promotion program to in- 
troduce its White Magic granulated 
soap. Eighty Westinghouse appli- 
ances are being offered weekly to 
persons called by telephone who 
correctly answer a question of the 
week, published in the Safeway 
newspaper advertisements in all 
western state cities that have Safe- 
way stores, and who also answer 
correctly a second question per- 
taining to some part of the printed 
portion appearing on a package of 
White Magic soap. No purchases or 
premiums are required. 

The contest, which started July 
25, will run for eight weeks. No 
agency is being used, Safeway 
placing ads directly with newspa- 
pers. 


Telephone numbers, called from 
Los Angeles, contest headquarters, 
are selected on an impartial basis 
by the Reuben H. Donnelley Corp., 
and are made Mondays through 
Fridays between 9 a.m. and 4 
p.m., PST. The total value of 
Westinghouse prizes being of- 
fered is estimated as $32,000. These 
include radio-phonograph sets, 
Laundromats, refrigerators, vac- 
uum cleaners, electric roasters, 
toasters, irons and other appli- 
ances. 

The states covered are Arizona, 
California, Idaho, Montana, New 
Mexico, Nevada, Oregon, Texas 
(western part only), Utah, Wash- 
ington and Wyoming. 

Safeway also is holding an over- 
all store sales promotion nationally 
based on a limerick contest re- 
quiring participants to write a last 
line and accompany entries with 
proof of purchase of any products 
advertised in the current issue of 
Family Circle. 

The contest has no connection 
with the White Magic promotion. 


every night! 


2:00 am, adds 15 more at 7:30 am, on heavy 
days (Thursday, Friday) may work overtime 
as late as noon... And some 75 machinists, 
proofreaders, special workers go on and off 
through the shifts ...The composirg room 


payroll tops $3 million per year. 


@ Such a schedule takes experience, planning, 
precise timing...and the best men! Some 
40% of The News force are ten year veterans, 
and 20% have been on the job 20 years or 
more!...No other publication in the world 
goes to press on such a tight, fast schedule, 

or manufactures so many pages per day... No 


other publication has to! 


available the last thirty years—to all the 
boroughs and suburban sections, keeping up 
with the growth and spread of population — 
made the largest newspaper circulation in 
America, made it grow! 


@ Serving the readers well serves the advertisers, 


Compared to 


@ Putting enough copies in the proper place 


at the right time every week day for more than 
2,225,000 buyers (4,250,000 on Sunday) is no 
mean production job... Making The News 


too...in a medium that reaches the majority 
of families in every part, every income bracket, 
every buyers’ classification, in the whole market! 
The News, other New York 
newspapers are merely Manhattan editions 
—with a fringe circulation where most New 
Yorkers live, read and buy! And remember— 
most New Yorkers buy ‘he News! Advertisers 
in NewYork can buy nothing better! 


THE @& NEWS, New York's Picture Newspaper, 
220 East 42nd St., New York...Tribune ‘Tower, Chicago, 
155 Montgomery St., San Francisco 


s far as service time is con- 
cerned, your engraving plant is no 
farther away chan one of oursuburbs.”’ 


Similar remarks have been made by 
both advertisers and agencies in 
Chicago, Se. Louis, and Indianapolis 
... by careful buyers who have 
learned chat chey can really benefit 
by doing business with G. R. Grubb 
& Co., located more than a hundred 
miles away. Thact’s why Champaign 
is rapidly becoming known as en- 
graving ‘‘suburb”’ of all chree cities 


Equally important, both metropoli- 
tan customers and all chose in che 
surrounding area have learned chat 
Grubb engravings are fine engravings 
...and prices are always fair. They 
know that this company is also fully 
staffed to give top service in all types 
of photography, retouching, creative 
design and finished art. In other 
words, this engraving ‘‘suburb”’ offers 
everything they want and need. You, 
coo, can benefit. Juse write or call. . . 


GR, GRUBB &CO, 


ENGRAVERS 
Artists - Photographers 
CHAMPAIGN, ILLINOIS 
ih 
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ESTP Cuts Breaks Rate 25% lows an increase in copy limitation Majority of Life 


: : : from 15 seconds to 20, and from 30 
Station KSTP, Minneapolis, has . ’ bs 
reduced the price of anne sta- words, live, to 50 words. The sl Insurance Companies 
tion breaks by 25%. The move fol- rate card does not contain other 
rate reductions, except for a new Use A d S ° alties 
624-time discount. peci 
New YorK—A majority of life 
insurance companies make use of 
Polyplastics Co., Brooklyn, man- | @dvertising specialties as a part 
Nothing like them sny-/ ufacturer of plastic letters, televi-|0f their sales promotion, accord- 
monthly. Mat or Glosey| sion magnifying lens and other| ing to a research project just com- 
Write for new PREE| products, has been incorporated| pleted by the Life Insurance Ad- 
pocets We. oaaene under the name of Polyplastic| vertisers Association. Of the 125 
10 E. 38 St., N. ¥. C. 16.| Forms, Inc. companies that participated in the 
survey, 120 use specialties. 
The average number of items 
used per company is ten. Ap- 
proximately a quarter of the 
group, however, reported that they 
use 20 or more items. The most 
popular type of specialty is wall 
calendars. Other choices in order 
of popularity: Celluloid calendar 
cards, policy wallets, memo books 
and blotters. 
Four-fifths of the responding 
companies’ provide advertising 
specialties wholly or in part on 
a cooperative basis, with agents 
and company sharing the cost. 
° “Generally speaking,” the re- 
port declares, “most companies 
imprint the company name, em- 
blem or seal on all advertising 
specialties. If the item is pro- 
vided to the agent without charge, 
or at a very nominal charge, it is 
likely to bear the company imprint 
only. On the other hand, where 
the agent pays 50% or more of 
the cost of advertising specialties, 
it is customary for most companies 
to provide one or more items with 
the agent’s imprint.” 


Hal Webber, v.p. and research head of Foote, Cone & Belding, is 
recuperating at home from a serious operation. He expects to be back 
at his desk in Chicago’s Palmolive building in a week or so. . . 

Loyd B. Chappell, veteran Los Angeles publishers’ representative, 
celebrated his 25th anniversary as such with a small gathering of 
long-time fellow representatives, who witnessed the surprise presen- 
tation of a wrist watch from W. R. C. Smith Publishing Co., Atlanta, 


FRE E ship at your de Polyplastics Incorporates 
CATCHER photos. Used 


P > 
by biggest advertisers. 


his first client 25 years ago. In sending the watch secretly to a member 
of Loyd’s staff, the publishing company observed its policy of presenting 
watches to employes with that length of service. . . 
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TO MY FRIEND ‘SKINNY’—Climaxing a 38-year friendship, Gen 

Johnson (left), head of Joh & Joh . New Brunswick, N. J., gives the first 

autographed copy of his latest book, “Robert Johnson Talks It Over,” to the 

company’s oldest active employe, Clarence (Skinny) Hardy. The new book is a 
compilation of talks to company employes. 


. Robert Wood 


ll 


Amateur stargazer Les Mawhinney, Don Lee network director of 
news and special events, is handling the publicity for the first annual 
Western Regional Conference of Amateur Astronomers, Aug. 22-24 
at the University of Southern California. . . Eugene Holland, president 
of Masonite Corp., gave a dinner at the Chicago Club Aug. 11 in 
honor of W. L. Saberson, who has retired from Masonite after 23 years 
with the company, during which he rose from salesman to v.p. and 
board member... . 

Chester F. Craigie Jr., assistant ad manager of the Diversey Corp., 
Chicago, and Elizabeth E. Booth were married in Chicago June 20. 
Both are former J. Walter Thompsonites. .. Alan D. Courtney, of the 
western division of NBC, was married Aug. 4 in Las Vegas to Mary 
Curtin of Beverly Hills. . . 

One of the features of the 60th anniversary of Aldens, Inc., Chicago, 
on Aug. 10, was the presentation, by President Robert W. Jackson, 


of gold and diamond service pins to employes in service groups of 
from 5 to 35 years... 


a In answer to the question on 
how agents use advertising spe- 
cialties, answers showed 86% use 
specialties as material to build 
good will; 63% as gifts to policy 
owners; 57% as door openers; 51% 
as gifts to centers of influence, 
and 16% as direct mail offers. 
The merchandising method most 
generally used is “by letter,” fol- 
lowed closely by use of an agency 
magazine. These two items were 
checked by 62% and 60%, re- 
spectively. Next in order of popu- 
larity are sales meetings, bulletins, 
special literature, conventions and 
training schools. 
A majority of companies follow 
the practice of including advertis- 
ing specialties in the regular ad- 
vertising budget. A total of 56% 
do so, while 18% reported separate 
budgets, and 24% no special bud- 
getary provision. 
A total of 69 companies reported 
stocking all items themselves. An- 
other 35 reported stocking most 
items while having manufacturers 
hold certain items subject to order. 
Only eight companies said their 
regular practice is to have the 
manufacturer hold stocks subject 
to order. 
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Stewart,Dougall survey reveals why you'll 
find Elks big game if you’re aiming at in- 


. creased sales to males. 


Elks rate unusually high as men with a 
‘ yen for recreation. 59% fish... 45.1% 
hunt... 31.5% golf... 31.7% bowl... 
: and 19.3% are photography fans. 


Appoints Nelson Harway; 


oe 
##= 
Drops Five Publications 


: Nelson Harway has been ap- 
| Elks are financially able and stable, too pointed manager of the San Fran- 


. ’ : cisco office of Don Harway & Co., 
.. their median annual combined fam- 


publishers’ representative, suc- 
ily income is a substantial $5,472.33 — 


ceeding Roger Johnstone, who has 
resigned, effective Sept. 1. Mr. 
Harway will cover northern Cal- 
ifornia, Oregon and Washington. 


CAR OF LIFE—When Harry Reid Jr., who holds car card franchises in Indianapolis, 
Evansville, Columbus, Flint and other cities, celebrated the birth of his first child, 


twice the national average. And when a boy, associates air-expressed him this 3’ scale model street car, complete with 


you consider there are 950,000 Elks in this 
selective, receptive market, you'll want to 


center your advertising sights on The Elks 


Magazine. 
YOU'LL SELL IT, 1F YOU TELL IT IN 


THE MAGAZINE 


NEW YORK « CHICAGO « DETROIT « LOS ANGELES 


The company has resigned as 
representative of International 
Confectioner, Locker Operator, 
Locker Operator Guidebook, Mod- 
ern Sundries and Tobacco Leaf, 
effective Sept. 1. 


‘Pathfinder’ Moves Oftice 


The Detroit office of Pathfinder 
will be moved to the Guardian 
building, 500 Griswold St., on 
Sept. 1. For some time, the pub- 
lication’s Detroit office has been 
in the same location as its sister 
publication, Farm Journal. Farm 
Journal’s Detroit office will remain 
in. the General Motors building. 


Davis to Gray & Rogers 


Andrew J. Davis Jr. has joined 
the special accounts division of 


Gray & Rogers, Philadelphia 


interior transit cards, interior illumination and a front flasher sign, “It’s a boy.” 
Ed Doody, St. Louis market researcher and prominent gagster, shows off the car 
here before dispatching it. Others in on the stunt were Wesley Loomis, Loomis 
Advertising Co., St. Louis; George Weber, Milwaukee Transportation Advertising 
Co.; John Mitchell, Mitchell, McCandless & Klaus, Cleveland; Jay Murray and Frank 
Malone, Murray & Malone, Minneapolis; Joe Batchelder, Transit Advertising Co., 
Peoria; Ray Ryan, Raymond J. Ryon Co., Chicago; Bill Pollyea, Pollyea Advertising 
Agency, Terre Haute; and Lou Westheimer, Westheimer & Co., St. Louis. 


It’s a four-week tour of Europe for Vernon Brooks, director of op- 
erations, WGN-TV, Chicago, who left last week for visits in England, 
France and Italy. His assistant, Robert Hibbard, is on a three-week 
motor trip through Canada. . . Malcolm Forbes, publisher of Nation’s 
Heritage, and Mrs. Forbes will spend the rest of the summer in Norway, 
Sweden and England... 

Gertrude Dieken, editor of the Farmer’s Wife section of Farm Journal, 
was one of four women to be voted the annual “Headliner” award by 
Theta Sigma Phi, national honorary and professional fraternity for 
women in journalism. Other winners are Bess Furman, of the New 
York Times; Mrs. Agness Underwood, city editor of the Los Angeles 
Herald-Express, and Carol Lane, director of women’s activities for 


agency. 


Shell Oil Co. . . 
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the sneeze that annually shakes Snee’s Landing 


Old Mayor Snee officially opens the hayfever season on his birthday, 


apolis, August 4th. His sister, Mrs. Matthew Gill, comes down the same day. After 

- child, +) a 

e with that, it’s a matter of all of the Landing’s seasonally afflicted watching to see 
boy.” what treatment Mayor Snee and Mrs. Gill are going to try this year and 

he car : 


hastening to follow suit. Whether it be filters, vapours, vitamin concentrates, 
srtising proprietary drugs, inoculations, or ethical prescriptions the Snee and Gill 
Prams sneezes command a town-wide following. 


g Co., 

_— Perhaps you’ve seen for yourself how this influence works in home-towns, 
where the leading families are so closely watched that even their minor ills and 

f op- drug store choices become common property. If so, without meaning any 

gland, slight to the millions of sufferers from this late summer scourge and the great 

eno strides that have been made to control it, we propose that you are in 

eway, possession of a valuable blue print on how to influence customers least 
expensively in the one-half of buying America that lives in and around the 

_ home-towns. You simply sell the leaders first. 

y ed PATHFINDER does— with a bulky audience of one million two hundred 

— thousand leading families now on its neighborly news roster. No wonder more 

sgy wl and more advertisers are adapting this economical short cut to non-urban sales. 


ORS Re SY, SR ea cr Get aN Gr Cee Oe WE ran ta, oy a en Te aes ae eh ee ae 


You know—or perhaps you don't— 
that 56% of the total national ex- 
penditure for medical supplies (U.S. 
Gov. Consumer Purchases Study) is 
spent by people living in and around 
towns of under 25,000. You know, 
too, that drug stores in this popula- 
tion bracket accounted for all the 
gain last year in drug volume. We'll 
gladly show you the findings ... and 
also what retailers, not only in 
drugs, butin all retail lines are say- 
ing about PATHFINDER subscribers 
in their towns, identified as their 
leading customers. Drop us a line 
at Pathfinder, Phila. 5, Pa. 


Graham Patterson 
President 


PATHFINDER 


The Family News Magazine 
That Influences 
Home-Town America 
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What have you got to sell? 


Home Appliances? ~ Automobiles? 


1. Look reaches more readers in families i Look reaches more readers in families 


owning automobiles than any of the major 


owning their own homes than any of the 


major weeklies with one exception. weeklies with one exception. 


2. Look reaches more readers per dollar in Se Look reaches more readers per dollar in 


families owning automobiles than any of the 


families owning their own homes than any 


of the major weeklies with no exception. major weeklies with no exception. 


* 


Home Furnishings? | Food? 


1. Look reaches more readers in families ee Look reaches more readers in families 

; owning their own homes than any of the owning mechanical refrigerators than any of 

' major weeklies with one exception. the major weeklies with one exception. 

» ® Look reaches more readers per dollar in 2. Look reaches more readers per dollar in 
families owning their own homes than any families owning mechanical refrigerators than 


of the major weeklies with no exception. any of the major weeklies with no exception. 
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HAT do you sell? For significant new data based on a recent national survey, relating magazine 
audiences to markets, get in touch with your LOOK representative. He can supply you with 
comparative magazine facts, never before available, for the women’s service magazines as well 
as major magazines in the weekly field. These facts should be carefully examined by advertisers 
before planning any new schedules. Ask your LOOK representative. 
LOOK, 511 Fifth Avenue, New York, N. Y. Telephone: MUrray Hill 2-8730. 


Radio Sets? Soap? 


1. Look reaches more readers in families 3 Look reaches more readers in families 
owning radios than any of the major owning electric washing machines than any 
weeklies with one exception. of the major weeklies with one exception. 

2. Look reaches more readers per dollar in 2; Look reaches more readers per dollar in 
families owning radios than any of the major families owning electric washing machines than 

. weeklies with no exception. any of the major weeklies with no exception. 


TV Sets or Records? 


1. Look reaches more readers in families 


owning phonographs than any of the major 


weeklies with one exception. 


2. Look reaches more readers per dollar in 


families owning phonographs than any of the é a American look 
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Claxton to Head NIAA Meet 


Leslie Claxton, sales manager, 
Kellow-Brown Co., and president, 
Industrial Advertising Association 
of Southern California, has been 
appointed general chairman of the 
1950 National Industrial Advertis- 
ers Association conference in Los 
Angeles, June 28-July 1. 

Committee chairmen for the 
conference are: R. Calvert Haws, 
Western Precipitation Corp., pro- 
gram committee; A. X. Schilling, 
Southern California Edison Co., 
arrangements; Martin R. Klitten, 
Martin R. Klitten Co., promotion; 
and Harry E. Peterson, Citizen’s 
Bank, finance. 


Bolan Agency Moves 

Charles W. Bolan, Advertising, 
has moved from 3312 Lindell Blvd. 
to offices in the Roosevelt Hotel, 
4903 Delmar, St. Louis 8. 


Plugs Wrinkle-Prooft Sheets 


A consumer campaign on Pacific 
Mills’ new wrinkle-proof Contour 
sheets opened in the Aug. 15 Life 
with a spread in four colors and 
black and white. Others to be used 
include: American Home, Better 
Homes & Gardens, House & Gar- 
den, Living for Young Home- 
makers and The Saturday Evening 
Post in half pages, full pages and 
spreads for the next two months. 
Williams & Saylor is the agency. 


Bradson Appoints Jordan 


The Bradson Co., North Holly- 
wood, Cal., manufacturer of gar- 
den sprays and plant ties, has ap- 


pointed the Jordan Co., Los An-|, 


geles, to direct its account. Na- 
tional and regional magazines, 
farm publications, business papers, 
newspapers and television will be 
used. 


0 


WMT also rises in 
Morning Sun ow 


Early birds, up with the chickens, get a lot more than 


worms in Morning Sun. 


They get the chores done 


... and by 5:30 a.m. they’re able to tune in on WMT’s 


Sunrise Hour. 


Teleradio Mans Corner 


Our advertising query comes later. First let us speak of 
the perennial busybody, “Just Plain Bill,” a pasteboard 
cutout sort of man, who may be heard any weekday after- 
noon in the service of Anacin. 


Murder and suspicion of murder is commonplace, nay, 
constant, in the workaday life of “Just Plain Bill.” So, too, 
are wills and codicils. Human snakes coil in blackest malice. 
Poison bottles are uncovered under a pile of gentleman’s 
handkerchiefs. 


A wildly morbid mad violinist has a propensity for rage 
so marked that while under the influence of exasperation 
he fears himself capable of murder. This is exasperation 
in the first degree and the fiddler is pretty upset, not know- 
ing whether he has done murder or not. When the woman 
fussing around with the hankies uncovered the poison bottle 
(damning evidence) and the man tried to take it from her, 
the hysterical member of the musician’s union popped in. 
He had been listening all along outside the door. It’s Friday 
so they open all the dramatic valves. The musician gioats 
in the best Peter Lorre style. Hee, hee, hee... poison. He 
did it. Not me. He. Hee, hee, hee. You’ll hang and I’m glad. 
Hang, hang, hang... glad, glad, glad. I’ll play my violin and 
dance on your grave. Do you hear me, foul fiend? In your 
grave. Hee, hee, hee... into the Anacin commercial. 


Following “Just Plain Bill” there’s “Front Page Farrell” 
and we've listened to that, too. It introduces—so help us— 
“Ramona Petry, professional tea-leaf reader,” who fore- 
tells murder, explosions, muggings and whatnot. 


Our advertising question is perhaps naive. But we're at- 
tempting to go back to simple truths, to re-establish the 
law of cause and effect. Granting that admen must not allow 
their personal taste to mislead them, and that they must 
beware over-shooting popular taste, we still think this kind 
of inferior-unbelievable plotting, dialog and fake histrionics 


BASIC 


Programming to suit Morning Sun and hundreds of 
other Eastern Iowa communities is a specialty of 
WMT. Day and night, with exclusive CBS stars 
backing up strong local and regional features, WMT 
plays to its prosperous audience of workers on farms 
—and in lowa’s equally important industries. Rise 
and shine with WMT! The Katz man has full details 
and an alarm clock. 


CEDAR RAPIDS 


5000 Watts 600 K.C. 
COLUMBIA 


Day & Night 


NETWOR  K 


is going too far the other way. 
Surely this sells everybody short? 


Stocking Industry 
Urged to Advertise 


PHILADELPHIA—George D. Mc- 
Kinney, president of the Independ- 
ent Association of Stocking Manu- 
facturers, has called on the hosiery 
industry to launch at once a na- 
tional advertising campaign to sell 
the increased production capacity 
of the industry. 

In a letter printed on the cover 
of the association’s house organ, 
“News and Views,” on Aug. 10, 
Mr. McKinney urged hosiery man- 
ufacturers to begin a campaign on 
a basis similar to that of the cig- 
aret industry which sold millions 
of women on the idea of smoking 
cigarets. 

“If millions of females have 
been persuaded to smoke cigarets,” 
he writes, “which was unthinkable 
30 years ago, why cannot the 
stocking manufacturing industry, 
through advertising, shame bare- 
legged women into wearing adorn- 
ment that will make them look 
more beautiful to their own sex 
as well as to their masculine ad- 
mirers.” 


es Mr. McKinney suggests that this 
ad campaign should be financed 
by taxing manufacturers less than 
l¢ per dozen of stockings pro- 
duced. Such a campaign, he be- 
lieves, would increase nylon stock- 
ing sales by 25% or more. 

“Without such an advertising 
crusade,” he writes, “stocking man- 
ufacturers can never sell the in- 
dustry’s potential production in 
the years beyond 1949.” 

With a potential year’s pro- 
duction now over 90,000,000 dozen 
pairs, he declares that the hosiery 
industry could very well match 
what cigaret manufacturers are 
spending. 


Ritter Names R. W. Lore 


Robert W. Lore has been ap- 
pointed sales manager of the P. J. 
Ritter Co., Bridgton, N. J., packer 
of catsup, beans, relish and other 
foods. Mr. Lore will direct all of 
the company’s advertising, mer- 
chandising and sales activities, in- 
cluding the Ritter Sunday Amer- 
ican Broadcasting Co. show, “Betty 
Clark Sings.” 


Hogue Joins ‘This Week’ 

Joseph V. Hogue Jr. has joined 
This Week Magazine, New York, 
as a sales representative in the 
eastern sales department. He was 
formerly a salesman with Sport, 
and with American Broadcasting 
Co. as an account executive. 


Milprint Names Houdeshell 

D. F. Houdeshell has been ap- 
pointed assistant to Jack Manion, 
head of the meat division, Mil- 
print, Inc., Milwaukee. He will 
assist packers in processing, man- 
ufacturing and merchandising pro- 
blems. 


Joins ‘Good Housekeeping’ 

Good Housekeeping, New York, 
has appointed Judd Gray Vear 
sales representative in its Chicago 
office. He was formerly with Proc- 
ter & Gamble in sales. 
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‘Metal-Working’ 
Shortens Its Name, 
Changes Page Size 


New YorK—Change of name 
and format and an advertising 
rate increase of 4.3% will be made 
with the October issue of Metal- 
Working Equipment. 

The title will be shortened to 
Metal-Working, and the format 
will be changed from its present 
over-all size of 11x 16” to 11%x 
11%”, according to Sutton Pub- 
lishing Co. 

The monthly beginning with 
October will take advertising for 
one-quarter, one-third, one-half, 
two-thirds and full pages. Former- 
ly it accepted ads for one-ninth 
and two-ninths of a page only. The 
former one-ninth page will be- 
come one-quarter page, and the 
former two-ninths of a page will 
become a half page, on a 7x10” 
ad page size. 

With the October issue the mag- 
azine will publish five standard 
colors: red, orange, yellow, green 
and blue. At present it does not 
publish color. 

A new editorial feature will be 
added in October to tell the per- 
formance of machinery and ma- 
chine tools in pictures. 


Cabot Is Now Coe Chemical 


Cabot Chemical Co., Los An- 
geles, a Rexall Drug Co. subsidi- 


‘lary, has changed its corporate 


name to Coe Chemical Co. The 
company is engaged in developing 
new products and conducting re- 
search. Officers are: president, 
Dr. Phillip K. Bates; vice-presi- 
dents, Dr. G. W. Kusserow, (pro- 
duction) ; Dr. Fenn E. Poole, (clini- 
cal research); E. J. Griffing (pro- 
curement); and A. C. Till Bond 
(marketing). 
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SALES ARE UP—Universal Laboratories, 
New York cosmetic manufacturer, em- 
phasizes that its business is wonderful 
in this ad running in drug and syndicate 
store trade publications. Color advertising 
for fall and winter will appear in wo- 
men’s magazines. R. T. O’Connell Co., 
New York, is the agency. 


Eastman-Redwine 
Agency Born to Bid 
for N. C. State Ads 


RALEIGH, N. C.—A new adver- 
tising agency, Eastman-Redwine, 


Novelty Maker Names Drake 


Harold P. Drake Advertising, 
Utica, N. Y., has been named to 
handle the business paper and di- 
rect mail advertising of Citation 
Novelty Products, Inc., Utica, 
maker of coin-operated games. 


Plan Canadian Radio Week 


Radio Manufacturers Association 
of Canada, in cooperation with the 
Association of Radio and Appli- 
ance Dealers, will promote Cana- 
dian National Radio Week from 
Oct. 10 to 15. 


Monarch Beer to Muench 


Monarch Brewing Co., Chicago, 
has named C. Wendel Muench & 
Co., Chicago, to handle the ad- 
vertising of Monarch beer. News- 
paper, radio and outdoor advertis- 
ing will be used. 


Taplinger Appoints Rubine 


Irving Rubine has been appoint- 
ed to head the West Coast office 
of Robert S. Taplinger & Asso- 
ciates, Los Angeles. He has been 
with the public relations concern 


since 1935. 


Bancroft Account to Bumberg 


Bancroft Ltd., men’s  haber- 
dasher, New York, has appointed 
Jay Gabriel Bumberg Advertising, 
New York, to handle its promo- 
tion. Direct mail, magazines and 
local newspapers will be used. 


Sherwood Joins Verne Smith 


Jim Sherwood has joined the 
sales staff of Verne Smith, Inc., 
Chicago, artists’ representative. 
The company has become repre- 
sentative of Stephen Heiser, Photo- 
graphy. 


Niagara Glen to Smith 


Niagara Glen Products Ltd. has 
appointed R. C. Smith & Son Ltd., 
Toronto, to handle advertising of 
Glenwood fruit cocktail. 
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RECENT 
BIRTH 
LISTS 


Remember 


WM. F. RUPERT 
Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
for the past fifty yeers. 
90 Fifth Ave., New 
OR 5-3523 
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resentment over the governor’s ap- 
pointment of Charles J. Parker, 
Scott’s private secretary, as direc- 
tor of the news and advertising di- 
vision of the board without con- 
sulting board members, they ap- 
proved the appointment. 

Mr. Parker succeeds William 
Sharpe, resigned. The committee 
also resolved that negotiations be 
opened for awarding the adver- 
tising contract to a North Carolina 
agency, if there is one “capable of 
handling” the account. 


O’Cedar Introduces New Mop © 


O’Cedar Corp., Chicago, dust 
and polish mop manufacturer, this 
fall will introduce its new sponge 
mop market by market, beginning 
in Chicago. Local advertising in- 
cludes daily television commer- 
cials, large-space newspaper ads, 
department store demonstrations, 
window displays, point-of-sale ma- 
terial and consumer literature. A 
national campaign will be launched 
when distribution is perfected. 


THE NEGRO 


MARKET IS 


TERRIFIC! 


15 million American Ne S 
10 billien dollars a year! If you -— 
food, drinks, eo 4 or any other 
products to sell, reach this big — 
public through the Negro papers an 
magazines. Interstate United News- 
Papers, Inc., 545 Fifth Ave., N. Y., can 
show you ‘how advertising in these 
Publications reap big markets and 
profits! Write us today 
NOTE: We now have fats compiled by the 
® Research Co. of America on brand 
Preferences of Negroes from coast to coast. 
Write now for this free information, 


ylvania 
Daka Paper Co. 


E, Indiana 
Butler Paper Co. 


The Union Paper & Twine Co. 
CEDAR RAPIDS, lowa 
J. W. Butler Paper Co. 
CHARLOTTE, North Carolina 
Caskie Paper Co., Inc. 
CHICAGO, Illinois 
Bermingham & Prosser Co. 
J. W. Butler Paper Co. 
Bradner Smith & Co. 
The Whitaker Paper Co. 
CINCINNATI, Ohio 
The Diem & Wing Paper Co. 
The Whitaker Paper Co. 
CLEVELAND, Ohio 
The Alling & Cory Co. 
The Central Ohio Paper Co. 
The Union Paper & Twine Co. 
COLUMBUS, Ohio 
The Central Ohio Paper Co. 
CORPUS CHRISTI, Texas 
Graham Paper Co. 
DALLAS, Texas 
Southwestern Paper Co. of Dallas 
Graham Paper Co. 
DAYTON, Ohio 
The Central Ohio Paper Co. 
DENVER, Colorado 
Butler Paper Co. 


rth Dakota 
rn Newspaper Union 
NE, Indiana 
Butler Paper Co., Inc. 
TH, Texas 
outhwestern Paper Cu. 
of Fort Worth 
GRAND RAPIDS, Michigan 
Central Michigan Paper Co. 
HARTFORD, Connecticut 
Henry Lindenmeyr & Sons 
HOUSTON, Texas 
Graham Paper Co. 
Southwestern Paper Co. 
INDIANAPOLIS, Indiana 
Century Paper Co. 
KALAMAZOO, Michigan 
Bermingham & Prosser Co. 
KANSAS CITY, Missouri 
Bermingham & Prosser Co. 
Butler Paper Co. 
LINCOLN, Nebraska 
Western Newspaper Union 
LITTLE ROCK, Arkansas 
Western Newspaper Union 
LONG BEACH, California 
Sierra Paper Co. 
LOS ANGELES, California 
Carpenter Paper Co. 
Sierra Paper Co. 
LOUISVILLE, Kentucky 
Graham Paper Co. 
LUBBOCK, Texas 
Graham Paper Co. 


PRODUCTION GLOSS 


MODERN GLOSS 


LYNCHBURG, Virginia 
Caskie Paper Co., Inc. 
MEMPHIS, Tennessee 
Graham Paper Co. 
MILWAUKEE, Wisconsin 
Oshkosh Paper Co. 
Standard Paper Co. 
MINNEAPOLIS, Minnesota 
Butler Paper Co. 
Newhouse Paper Co. 
The Paper Supply Co., Inc. 
MOLINE, Illinois 
Newhouse Paper Co. 
NASHVILLE, Tennessee 
Graham Paper Co. 
NEW HAVEN, Connecticut 
Henry Lindenmeyr & Sons 
NEW ORLEANS, Louisiana 
Butler Paper Co. 
Graham Paper Co. 
NEW YORK, New York 
Lathrop Paper Co. 
Henry Lindenmeyr & Sons 
Majestic Paper Corp. 
Marquardt & Co., Inc. 
The Whitaker Paper Co. 
OAKLAND, California 
Pacific Coast Paper Co. 
OKLAHOMA CITY, Oklahoma 
Graham Paper Co. 
Western Newspaper Union 
OMAHA, Nebraska 
Western Paper Co. 
OSHKOSH, Wisconsin 
Oshkosh Paper Co. 
PHILADELPHIA, Pennsylvania 
Quaker City Paper Co., Inc 
Wilcox-W alter-Furlong Co. 
PHOENIX, Arizona 
Groham Paper Co. 
PITTSBURGH, Pennsylvania 
The Alling & Cory Co. 
The Whitaker Paper Co. 
PORTLAND, Oregon 
Blake, Moffit & Towne 
PUEBLO, Colorado 
Butler Paper Co. 


‘ Five Modern Mills 
MAIN OFFICES: WISCONSIN RAPIDS, WISCONSIN 
SALES OFFICES: 135 SO. LA SALLE ST., CHICAGO 3 
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NOW ..when competition is keen 


these leading merchants offer finest printing results at lower cost 
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QUINCY, Illinois 
Irwin Paper Co. 
ROCHESTER, New York 
The Alling & Cory Co. 
ST. LOUIS, Missouri 
Butler Paper Co. 
Graham Paper Co. 
ST. PAUL, Minnesota 
Anchor Paper Co. 
Newhouse Paper Co. 
SACRAMENTO, California 
Pacific Coast Paper Co. 
SALT LAKE CITY, Utah 
Carpenter Paper Co. 
SAN ANTONIO, Texas 
Graham Paper Co. 
SAN DIEGO, California 
Sierra Paper Co. 
SAN FRANCISCO, California 
Carpenter Paper Co. 
Pacific Coast Paper Co. 
SEATTLE, Washington 
Carter, Rice & Co. of Wash. 
West Coast Paper Co. 
SHREVEPORT, Louisiana 
Western Newspaper Union 
SIOUX CITY, lowa 
Western Newspaper Union 
SPOKANE, Washington 
Blake, Moffitt & Towne 
TERRE HAUTE, Indiana 
Mid-States Paper Co., Inc. 
TOLEDO, Ohio 
Paper Merchants, Incorporated 
TRENTON, New Jersey 
Central Paper Co. 
TUCSON, Arizona 
Graham Paper Co. 
TULSA, Oklahoma 
Beene Paper Co. 
WASHINGTON, D. C. 
R. P. Andrews Paper Co. 
The Mudge Paper Co. 
WICHITA, Kansas 
Butler Paper Co. 
Graham Paper Co. 
YORK, Pennsylvania 
The Mudge Paper Co. 


* Reg. U. S. Pat. Off. 


CONSOLIDATED WATER POWER & PAPER COMPANY 


also manufacturers of 


ConsowectpD 


DECORATIVE & INDUSTRIAL LAMINATES 
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Claxton to Head NIAA Meet 


Leslie Claxton, sales manager, 
Kellow-Brown Co., and president, 
Industrial Advertising Association 
of Southern California, has been 
appointed general chairman of the 
1950 National Industrial Advertis- 
ers Association conference in Los 
Angeles, June 28-July 1. 

Committee chairmen for the 
conference are: R. Calvert Haws, 
Western Precipitation Corp., pro- 
gram committee; A. X. Schilling, 
Southern California Edison Co., 
arrangements; Martin R. Klitten, 
Martin R. Klitten Co., promotion; 
and Harry E. Peterson, Citizen’s 
Bank, finance. 


Bolan Agency Moves 

Charles W. Bolan, Advertising, 
has moved from 3312 Lindell Blvd. 
to offices in the Roosevelt Hotel, 
4903 Delmar, St. Louis 8. 


Plugs Wrinkle-Proot Sheets 


A consumer campaign on Pacific 
Mills’ new wrinkle-proof Contour 
sheets opened in the Aug. 15 Life 
with a spread in four colors and 
black and white. Others to be used 
include: American Home, Better 
Homes & Gardens, House & Gar- 
den, Living for Young Home- 
makers and The Saturday Evening 
Post in half pages, full pages and 
spreads for the next two months. 
Williams & Saylor is the agency. 


Bradson Appoints Jordan 


The Bradson Co., North Holly- 
wood, Cal., manufacturer of gar- 
den sprays and plant ties, has ap- 


pointed the Jordan Co., Los An-|, 


geles, to direct its account. Na- 
tional and regional magazines, 
farm publications, business papers, 
~~ lage and television will be 
used. 


WMT also rises in 
Morning Sun ow 
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Early birds, up with the chickens, get a lot more than 


worms in Morning Sun. 


They get the chores done 


...and by 5:30 a.m. they’re able to tune in on WMT’s 


Sunrise Hour. 


Teleradio Mans Corner 


Our advertising query comes later. First let us speak of 
the perennial busybody, “Just Plain Bill,” a pasteboard 
cutout sort of man, who may be heard any weekday after- 
noon in the service of Anacin. 


Murder and suspicion of murder is commonplace, nay, 
constant, in the workaday life of “Just Plain Bill.” So, too, 
are wills and codicils. Human snakes coil in blackest malice. 
Poison bottles are uncovered under a pile of gentleman’s 


handkerchiefs. 


A wildly morbid mad violinist has a propensity for rage 
so marked that while under the influence of exasperation 
he fears himself capable of murder. This is exasperation 
in the first degree and the fiddler is pretty upset, not know- 
ing whether he has done murder or not. When the woman 
fussing around with the hankies uncovered the poison bottle 
(damning evidence) and the man tried to take it from her, 
the hysterical member of the musician’s union popped in. 
He had been listening all along outside the door. It’s Friday 
so they open all the dramatic valves. The musician gioats 
in the best Peter Lorre style. Hee, hee, hee... poison. He 
did it. Not me. He. Hee, hee, hee. You’ll hang and I’m glad. 
Hang, hang, hang... glad, glad, glad. I’ll play my violin and 
dance on your grave. Do you hear me, foul fiend? In your 
grave. Hee, hee, hee... into the Anacin commercial. 


Following “Just Plain Bill” there’s “Front Page Farrell” 
and we've listened to that, too. It introduces—so help us— 
“Ramona Petry, professional tea-leaf reader,” who fore- 
tells murder, explosions, muggings and whatnot. 


‘Metal-Working’ 
Shortens Its Name, 
Changes Page Size 


New YorK—Change of name 
and format and an advertising 
rate increase of 4.3% will be made 
with the October issue of Metal- 
Working Equipment. 

The title will be shortened to 
Metal-Working, and the format 
will be changed from its present 
over-all size of 11x 16” to 11%x 
11%”, according to Sutton Pub- 
lishing Co. 

The monthly beginning with 
October will take advertising for 
one-quarter, one-third, one-half, 
two-thirds and full pages. Former- 
ly it accepted ads for one-ninth 
and two-ninths of a page only. The 
former one-ninth page will be- 
come one-quarter page, and the 
former two-ninths of a page will 
become a half page, on a 7x10” 
ad page size. 

With the October issue the mag- 
azine will publish five standard 
colors: red, orange, yellow, green 
and blue. At present it does not 
publish color. 

A new editorial feature will be 
added in October to tell the per- 
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BASIC 


Programming to suit Morning Sun and hundreds of 
other Eastern Iowa communities is a specialty of 
WMT. Day and night, with exclusive CBS stars 
backing up strong local and regional features, WMT 
plays to its prosperous audience of workers on farms 
—and in Ilowa’s equally important industries. Rise 
and shine with WMT! The Katz man has full details 
and an alarm clock. 


CEDAR RAPIDS 


5000 Watts 600 K.C. Day & Night 
COLUMBIA 


NETWORK 


their personal taste to im 
beware ove es 

of inferior- 
is going toog 


Surely th 


Stocking I 


Our advertising question is perhaps naive. But we're at- 
tempting to go back to simple truths, to re-establish the 
law of cause and effect. Granting that admen must not allow 
ate ‘ LO) 


formance of machinery and ma- 
chine tools in pictures. 


Cabot Is Now Coe Chemical 


aye et: LT) 


Urged to Alm 


PHILADELPHIA 


BUSINESS REPLY GARD | 


Kinney, presiden 

ent Association aii 
facturers, has ca 
industry to laun 
tional advertising 
the increased p 

of the industry. 

In a letter pri 
of the associati¢d 
“News and Vie 
Mr. McKinney u 
ufacturers to beg 
a basis similar t 
aret industry which sold millions 
of women on the idea of smoking 
cigarets. 

“If millions of females have 
been persuaded to smoke cigarets,” 
he writes, “which was unthinkable 
30 years ago, why cannot the 
stocking manufacturing industry, 
through advertising, shame bare- 
legged women into wearing adorn- 
ment that will make them look 
more beautiful to their own sex 
as well as to their masculine ad- 
mirers.” 


e Mr. McKinney suggests that this 
ad campaign should be financed 
by taxing manufacturers less than 
l¢ per dozen of stockings pro- 
duced. Such a campaign, he be- 
lieves, would increase nylon stock- 


ing sales by 25% or more. “ 

“Without such an advertising 2 : 
crusade,” he writes, “stocking man-| 98 
ufacturers can never sell the in- 2 = 
dustry’s potential production in| 
the years beyond 1949.” . = 


With a potential year’s pro- 
duction now over 90,000,000 dozen 
pairs, he declares that the hosiery 
industry could very well match 
what cigaret manufacturers are 
spending. 


Ritter Names R. W. Lore 


Robert W. Lore has been ap- 
pointed sales manager of the P. J. 
Ritter Co., Bridgton, N. J., packer 
of catsup, beans, relish and other 
foods. Mr. Lore will direct all of 
the company’s advertising, mer- 
chandising and sales activities, in- 
cluding the Ritter Sunday Amer- 
ican Broadcasting Co. show, “Betty 
Clark Sings.” 
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ed Judd Gray Vear 
sales representative in its Chicago 
office. He was formerly with Proc- 
ter & Gamble in sales. 
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are UP ~ WAY UP ~ and CLIMBING 
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SALES ARE UP—Universal Laboratories, 
New York cosmetic manufacturer, em- 
phasizes that its business is wonderful 
in this ad running in drug and syndicate 
store trade publications. Color advertising 
for fall and winter will appear in wo- 
men’s magazines. R. T. O'Connell Co., 
New York, is the agency. 


Eastman-Redwine 
Agency Born to Bid 
for N. C. State Ads 


RaveicH, N. C.—A new adver- 
tising agency, Eastman-Redwine, 
has been formed here to bid on the 
$150,000-a-year North Carolina 
state advertising contract. 

Principals in the venture are 
Gerry Eastman, president of East- 
man, Scott & Co., Atlanta, and 
Robert Redwine, Raleigh repre- 
sentative of the agency. 

Eastman, Scott had held the 
state contract for ten years, until 
about a year and half ago, when it 
was given to Ayer & Gillette, Char- 
lotte, N. C. 

Mr. Redwine supported Gover- 
nor W. Kerr Scott and directed his 
successful campaign for the gover- 
norship, and Governor Scott re- 
cently announced that the contract 
with Ayer & Gillette would be 
terminated within 60 days, for “re- 
negotiation.” 


ws On Aug. 10, the conservation 
and development board’s advertis- 
ing committee met at Raleigh and, 
although some members expressed 
resentment over the governor’s ap- 
pointment of Charles J. Parker, 
Scott’s private secretary, as direc- 
tor of the news and advertising di- 
vision of the board without con- 
sulting board members, they ap- 
proved the appointment. 

Mr. Parker succeeds William 
Sharpe, resigned. The committee 
also resolved that negotiations be 
opened for awarding the adver- 
tising contract to a North Carolina 
agency, if there is one “capable of 
handling” the account. 


O’Cedar Introduces New Mop © 


O’Cedar Corp., Chicago, dust 
and polish mop manufacturer, this 
fall will introduce its new sponge 
mop market by market, beginning 
in Chicago. Local advertising in- 
cludes daily television commer- 
cials, large-space newspaper ads, 
department store demonstrations, 
window displays, point-of-sale ma- 
terial and consumer literature. A 
national campaign will be launched 
when distribution is perfected. 


THE NEGRO 


MARKET IS 


TERRIFIC! 


15 million American Ne S 
10 billien dollars a year! If you =e 
food, drinks, eo 4 or any other 
Products to sell, reach this big buyi 
public through the Negro papers an 
magazines. Interstate United News- 
Papers, Inc., 545 Fifth Ave., N. Y., can 
show you ‘how advertising in these 
publications reap big markets and 
profits! Write us today 
NOTE: We now have A compiled by the 
® Research Co. of America on brand 
Preferences of Negroes from coast to coast. 
Write now for this free information, 


Novelty Maker Names Drake 


Harold P. Drake Advertising, 
Utica, N. Y., has been named to 
handle the business paper and di- 
rect mail advertising of Citation 
Novelty Products, Inc., Utica, 
maker of coin-operated games. 


Plan Canadian Radio Week 


Radio Manufacturers Association 
of Canada, in cooperation with the 
Association of Radio and Appli- 
ance Dealers, will promote Cana- 


Monarch Beer to Muench 


Monarch Brewing Co., Chicago, 
has named C. Wendel Muench & 
Co., Chicago, to handle the ad- 
vertising of Monarch beer. News- 
paper, radio and outdoor advertis- 
ing will be used. 


Taplinger Appoints Rubine 


Irving Rubine has been appoint- 
ed to head the West Coast office 
of Robert S. Taplinger & Asso- 
ciates, Los Angeles. He has been 


Bancroft Account to Bumberg 


Bancroft Ltd., men’s haber- 
dasher, New York, has appointed 
Jay Gabriel Bumberg Advertising, 
New York, to handle its promo- 
tion. Direct mail, magazines and 
local newspapers will be used. 


Sherwood Joins Verne Smith 
Jim Sherwood has joined the 
sales staff of Verne Smith, Inc., 
Chicago, artists’ representative. 
The company has become repre- 
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Niagara Glen to Smith 

Niagara Glen Products Ltd. has 
appointed R. C. Smith & Son Ltd., 
Toronto, to handle advertising of 
Glenwood fruit cocktail. 


When you Remember 


need WM. F. RUPERT 
RECENT |Site 
BIRTH for the past fifty yeers. 

LISTS 90 Fifth Ave., New York 11 


The Union Paper & Twine Co, 
ALBANY, New York 
W. H. Smith Paper Corporation 
ALBUQUERQUE, New Mexico 
Butler Paper Co. 
ATLANTA, Georgia 
The Whitaker Paper Co. 
BALTIMORE, Maryland 
The Mudge Paper Co. 
The Whitaker Paper Co. 
BETHLEHEM, Pennsylvania 
Wilcox-W alter-Furlong Co. 
BOSTON, Mass. 
Henry Lindenmeyr & Sons 
BUFFALO, New York 
The Alling & Cory Co. 
Franklin-Cowan Paper Co. 
The Union Paper & Twine Co. 
CEDAR RAPIDS, lowa 
J. W. Butler Paper Co. 
CHARLOTTE, North Carolina 
Caskie Paper Co., Inc. 
CHICAGO, Illinois 
Bermingham & Prosser Co. 
J. W. Butler Paper Co. 
Bradner Smith & Co. 
The Whitaker Paper Co. 
CINCINNATI, Ohio 
The Diem & Wing Paper Co. 
The Whitaker Paper Co. 
CLEVELAND, Ohio 
The Alling & Cory Co. 
The Central Ohio Paper Co. 
The Union Paper & Twine Co. 
COLUMBUS, Ohio 
The Central Ohio Paper Co. 
CORPUS CHRISTI, Texas 
Graham Paper Co. 
DALLAS, Texas 
Southwestern Paper Co. of Dallas 
Graham Paper Co. 
DAYTON, Ohio 
The Central Ohio Paper Co. 
DENVER, Colorado 
Butler Paper Co. 


©C. W. P. & P. Co, 


Western Newspaper Union 
DETROIT, Michigan 
Butler Paper Co. 
The Union Paper & Twine Co. 
DULUTH, Minnesota 
John Boshart Paper Co. 
EL PASO, Texas 
Graham Paper Co. 
ERIE, Pennsylvania 
Daka Paper Co. 
EVANSVILLE, Indiana 
Butler Paper Co. 
FARGO, North Dakota 
Western Newspaper Union 
FORT WAYNE, Indiana 
Butler Paper Co., Inc 
FORT WORTH, Texas 
Southwestern Paper Co. 
of Fort Worth 
GRAND RAPIDS, Michigan 
Central Michigan Paper Co. 
HARTFORD, Connecticut 
Henry Lindenmeyr & Sons 
HOUSTON, Texas 
Graham Paper Co. 
Southwestern Paper Co. 
INDIANAPOLIS, Indiana 
Century Paper Co. 
KALAMAZOO, Michigan 
Bermingham & Prosser Co. 
KANSAS CITY, Missouri 
Bermingham & Prosser Co. 
Butler Paper Co. 
LINCOLN, Nebraska 
Western Newspaper Union 
LITTLE ROCK, Arkansas 
Western Newspaper Union 
LONG BEACH, California 
Sierra Paper Co. 
LOS ANGELES, California 
Carpenter Paper Co. 
Sierra Paper Co. 
LOUISVILLE, Kentucky 
Graham Paper Co. 
LUBBOCK, Texas 
Graham Paper Co. 


MEMPHIS, Tennessee 
Graham Paper Co. 
MILWAUKEE, Wisconsin 
Oshkosh Paper Co. 
Standard Paper Co. 
MINNEAPOLIS, Minnesota 
Butler Paper Co. 
Newhouse Paper Co. 
The Paper Supply Co., Inc. 
MOLINE, Illinois 
Newhouse Paper Co. 
NASHVILLE, Tennessee 
Graham Paper Co. 
NEW HAVEN, Connecticut 
Henry Lindenmeyr & Sons 
NEW ORLEANS, Louisiana 
Butler Paper Co. 
Graham Paper Co. 
NEW YORK, New York 
Lathrop Paper Co. 
Henry Lindenmeyr & Sons 
Majestic Paper Corp. 
Marquardt & Co., Inc 
The Whitaker Paper Co. 
OAKLAND, California 
Pacific Coust Paper Co. 
OKLAHOMA CITY, Oklahoma 
Graham Paper Co. 
Western Newspaper Union 
OMAHA, Nebraska 
Western Paper Co. 
OSHKOSH, Wisconsin 
Oshkosh Paper Co. 
PHILADELPHIA, Pennsylvania 
Quaker City Paper Co., Inc. 
Wilcox-W alter-Furlong Co. 
PHOENIX, Arizona 
Graham Paper Co. 
PITTSBURGH, Pennsylvania 
The Alling & Cory Co. 
The Whitaker Paper Co. 
PORTLAND, Oregon 
Blake, Moffit & Towne 
PUEBLO, Colorado 
Butler Paper Co. 


CONSOLIDATED WATER POWER & PAPER COMPANY 


6 Five Modern Mills 
MAIN OFFICES: WISCONSIN RAPIDS, WISCONSIN 
SALES OFFICES: 135 SO. LA SALLE ST., CHICAGO 3 


Nee af aaa ae? CES TLS ES RL CT Ie ae et PERT 


ROCHESTER, New York 
The Alling & Cory Co. 
ST. LOUIS, Missouri 
Butler Paper Co. 
Graham Paper Co. 
ST. PAUL, Minnesota 
Anchor Paper Co. 
Newhouse Paper Co. 
SACRAMENTO, California 
Pacific Coast Paper Co. 
SALT LAKE CITY, Utah 


Carpenter Paper Co. a 


SAN ANTONIO, Texas 


Graham Paper Co. 3 


SAN DIEGO, California 
Sierra Paper Co. 
SAN FRANCISCO, California 
Carpenter Paper Co. 
Pacific Coast Paper Co. 
SEATTLE, Washington 
Carter, Rice & Co. of Wash. 
West Coast Paper Co. 
SHREVEPORT, Louisiana 
Western Newspaper Union 
SIOUX CITY, lowa 
Western Newspaper Union 
SPOKANE, Washington 
Blake, Moffitt & Towne 
TERRE HAUTE, Indiana 
Mid-States Paper Co., Inc. 
TOLEDO, Ohio 


Paper Merchants, Incorporated : 


TRENTON, New Jersey 
Central Paper Co. 
TUCSON, Arizona 
Graham Paper Co. 
TULSA, Oklahoma 
Beene Paper Co. + 
WASHINGTON, D. C. 
R. P. Andrews Paper Co. 
The Mudge Paper Co. 
WICHITA, Kansas 
Butler Paper Co. 
Graham Paper Co. 
YORK, Pennsylvania 
The Mudge Paper Co. 


* Reg. U. S. Pat. Off. 
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G-E Unit Promotes King 


Martin R. King has been pro- 
moted from assistant manager, ap- 
paratus department news bureau, 
General Electric Co., Schenectady, 
N. Y., to manager of the bureau. 
He succeeds C. P. Fischer Jr., 
named manager of a new promo- 
tional division, activities of which 
will be announced later. 


Morton Opens Agency 

Henry J. Morton, formerly sales 
manager, Door File Co., Portland, 
Ore., has formed H. J. Morton 
Marketing, advertising and mar- 
keting agency in Portland. He pre- 
viously served with Alport & Asso- 
ciates and House & Leland Ad- 
vertising. 


$5.00 pergal. $1.50perqt. 
ARTEX ARTIST 


5.5. RUBBER CEMENT CO. 


————— 470 A. MICHIGAN AVE., CHICAGO 1, TLL. 


Perma-Brooms 
Going National, 


3,000,000 Sold in Year 
by Modglin; Newspapers, 
Radio Will Be Dropped 


(Picture on Page 1) 

Los ANGELES—Having sold more 
than 3,000,000 of its Perma-Brooms 
in the first year they have been 
on the market, the Modglin Co. 
this fall will run what is believed 
the first national advertising cam- 
paign for a broom. 

The. schedule will open with a 
half-page in the September Ladies’ 
Home Journal, followed by the 
same size insertion in the publica- 
tion’s November issue. The same 
ads will run in the October and 


December issues of Better Homes 
& Gardens. The Oct. 17 Life will 
earry a full-color full-page ad. 
The promotion is being plugged 
to the trade with ads in the August 
Super Market Merchandising, the 
Aug. 22 Food Topics, the Septem- 
ber issue of Chain Store Age 
(grocery edition) and the Sep- 
tember Progressive Grocer. 


s Consumer copy will stress an 
Electrene bristle action which 
“picks up dirt as it sweeps it off”; 
“sudses clean in a jiffy”; “durable 
..-holds its shape”; “comes in 
8 gorgeous colors to match every 
home in decorating scheme.” Trade 
copy headlines “There’s a Gold 
Mine in Brooms” because its fair- 
traded price of $1.69 “guarantees 
a minimum 28% profit.” 

Offered is a plastic display stand 
(of Modglin’s own manufacture) 
with each order of five dozen. 
Modglin stresses that four of its 
aisle or floor displays will sell 
seven times as many Perma- 
Brooms as one broom rack. Ob- 


jective here is to obtain permanent 
display space for the product. 

The broom, which now has 
effective national distribution 
through 80 food brokers selling 
to the grocery trade, was launched 
last August in San Diego, through 
radio and newspapers (AA, Sept. 
20, °48). The same pattern was 
followed as it was quickly intro- 
duced in 26 major markets. 


ws It was the first broom to break 
across regional market lines, and 
the first household broom to de- 
part radically from corn or straw 
bristles. This departure was made 
possible by two factors—the 
weight of Perma-Broom is about 
one-third that of the conventional 
straw broom, and it is produced 
on a production line basis. 
Weight is important because 
straw brooms are usually priced 
out of the market when shipped 
any distance. Production of straw 
brooms is basically by hand and 
labor bulks high in their final 
price. Because it has minimized 
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Represented by The Katz Agency, Inc. 
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OWNED AND OPERATED BY THE OKLAHOMA PUBLISHING COMPANY + WKY, OKLAHOMA CITY + THE DAILY OKLAHOMAN, OKLAHOMA CITY TIMES + THE FARMER STOCKMAN 


Advertising Age, August 22, 1949 


these two factors, Modglin can 
price Perma-Broom competitively 
even though it may be shipped 
great distances. 

From the start it was the com- 
pany’s intention to go national. 
But the demand for the broom 
was so great that production could 
not keep pace. Thus markets were 
entered in the order that food 
brokers were appointed, and pro- 
motion was local in each case. 


s To fulfill its promise of “the 
only nationally advertised broom,” 
during the 12 months following the 
introduction in San Diego, Modglin 
used more than 126 daily news- 
papers, one regional network radio 
program and 14 local radio pro- 
grams. No newspapers or radio 
will be used this fall. 

Usually advertising started in a 
market when a level of 40% dis- 
tribution was obtained. Before that 
point, when distribution hit ap- 
proximately 25%, the company 
participated in local giveaway 
shows wherever possible, provid- 
ing the broom and others of its 
products as prizes. 

Modglin representatives have a 
comprehensive presentation to use. 
It includes a summary of the na- 
tional campaign with reprints of 
the consumer and trade ads, proofs 
of mats available to grocers and 
samples of direct mail to be used. 
Included is a broadside sent to 
25,000 Class A and Class B gro- 
cers and jobbers, and a telegram 
sent to 750 large buyers to pave 
the way for personal calls. 


# Modglin salesmen will also push 
Whisk-Off, which is similarly 
constructed for use as a whisk 
broom, This product, on the mar- 
ket for several years, retails for 
29, 49 and 89¢ and is shown sub- 
ordinately in all Perma-Broom ads. 

Announcement was also made 
of a new product, Perma-Scrub, 
“the new way to clean kitchen- 
ware.” This will be advertised to 
the trade only. Food Topics, the 
grocery edition of Chain Store 
Age, and Progressive Grocer will 
each carry four one-third page in- 
sertions from September through 
February, 1950. 

W. Earl Bothwell, Inc., is the 
agency. 


ABC Names Goggin, Booth; 
Tells KECA-TV's Schedule 


Richard J. Goggin, director of 
television programs for KECA-TV, 
ABC Hollywood station scheduled 
to go on the air Sept. 16, has been 
named to direct a one-hour tele- 
vision network program to origi- 
nate in Hollywood this fall. He 
will be senior television director 
for the ABC western division. Suc- 
ceeding him at KECA-TV will be 
Philip Booth, who has been pro- 
gram director for KTLA, Los An- 
geles. 

The network has announced 
that KECA-TYV will schedule about 
17 hours weekly. Initial operation 
will be Wednesday through Sun- 
day, 6:45-10 p.m., in addition to 
its Saturday afternoon telecasts of 
the home games of the University 
of Southern California and Uni- 
versity of California at Los An- 
geles. This schedule will be fol- 
lowed until November, when ABC’s 
20-acre Television Center is ex- 
pected to be completed. At that 
time programming will be on a 
seven-day-a-week basis with a 
full schedule. 


Thomas Named by WBNS-TV 


Robert D. Thomas, national 
sales manager for Station WBNS, 
Columbus, O., since 1939, has been 
appointed sales manager ol 
WBNS-TV, scheduled to begin op- 
erations Oct. 1, 1949. Mr. Thomas 
will handle both local and national 
television time sales. 


Appoints Alvin Keegan 

Alvin S. Keegan, formerly news- 
stand sales manager of Parents 
Institute and before that super- 
visor of district managers of Mac- 
fadden Publications, has been ap- 
pointed general sales manager of 
Transamerican & Export News Co., 
Chicago. 
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COPR. 1949, NAT'L COMICS PUB., INC 


“Hello folks, this is Superman. May I take a few moments from your 
busy day to tell you about a problem that is of vital concern to all of us. 


“This problem...this menace that kills more than war...accounts for 
some 10,000,000 casualties annually, kills over 100,000 Americans each 
year, and was responsible for more than 7 billion dollars worth of damage 
in 1948. 


“But it’s Superboy’s adventure, so suppose we ask him to tell you 
about it. Here he is, one of America’s newest and most popular comics 
heroes...Superboy!” 


“Thanks, Superman. Well, my Green Cross adventure was a thriller, 
and, I hope, did some good. Here’s the background on it. 


“A couple of months ago The National Safety Council working in 
cooperation with the Advertising Council began a new drive on a couple of 
bad eggs, Accident and Carelessness. I guess these swell people figured 
that starting with the kids would be ideal, ’cause they catch on fast. So, they 
called on my publisher, The National Comics Group, to enlist their aid. 
Well editor-in-chief Ellsworth, a fast man with good ideas, latches on, 
draws up this 8-page feature for our books, and tosses the ball my way 
Of course, I was happy to help. 


“We took a typical group of American kids and had us go through 
some adventurous paces. I show the readers, and the kids in the story, the 
wastefulness and stupidity in unsafe street behavior, home carelessness, 
dangerous games, and even man-made forest fires. And, the important 
thing is that being safe isn’t being a sissy. 


“And because of this eight-pager, I think we’ll be rounding up a lot 
of new members for the many local Junior Safety Councils. 


“Y’know...I’m pretty proud of this feature, too!” 


No Johnny-come-lately to shouldering the responsibilities 
that accompany the publishing of newsstand magazines em- 
braced by America’s younger people, over the years National 
Comics has consistently packed their magazines with a wealth 


EDITORIAL of information and inspiration. 


Apvisory BoarD Subtly blending high adventure and stepped-up action with 
lofty ideals and seat-of-the-pants instruction...all of National 
Comics’ titles and characters have played, and will continue to 
play, their part...from safety to tolerance, juvenile delinquency 


to religion, War Bond drives to proper dental care. 


; Dr. Lauretta Bender 
Assoc. Professor of Psychiatry, 
New York University 


As ever, it’s National Comics for information, inspiration, 


Josette Frank and entertainment. 


Child Study Association 


Dr. W. W. D. Sones 
Professor of Education, 
Univ. of Pittsburgh 


THE NATIONAL COMICS GROUP 


Represented by RICHARD A. FELDON & COMPANY, INC. 
205 East 42nd Street, New York 17, N. Y. 


CHICAGO e LOS ANGELES e SAN FRANCISCO e PORTLAND 


Dr. S. Harcourt Peppard 
Dir. Essex County Juvenile Clinic, 
Newark, N. J. 
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» get more business every selling day... with a totally new gift-guide 


will presentation to whet consumer appetites for your kind of merchandise... 


and a series of advance store bulletins to spark your retail trade. 


(1) GREAT NEW-TYPE GIFT-GUIDE . . . planned for 


pre-selling millions of prospects for you during the year’s biggest 
sales season just prior to Christmas. 


Twelve gift-packed pages, many in full color, featuring gift sugges- 
tions for the families of today’s active, all-around man...dramatizing 


new things for him, his wife, his children, his home. 


Each item actually pre-shopped by the Vernon Pope Organization. 
They will question manufacturers for suitability and timeliness of holi- 
day merchandise . . . retailers for availability, pricing and demand .. . 


consumers for need, desire and willingness to buy. 


Yes, an excitingly different kind of gift guide, selling millions on the 
kind of Christmas merchandise to buy. Your advertisement in Argosy 
will sell them on the brand. 


(2) TODAY’S FASTEST MOVING NEW MARKET 


e ¢ e Argosy circulation (750,000 guaranteed) is out where the de- 
mand begins — in the homes of America’s most active families that 
have the money and inclination to buy the good things—as well -as 
the essentials of life. Check this market for yourself: 


@ Average income—$4,705 

@ Average age—32 

@ 7 out of 10 are married 

@ Average Argosy family—3.5 persons 


@ 71.1% live in a house 


@ 68.1% own an automobile 


And they’re all new customers because Argosy has grown from 
250,000 to 750,000 in the past two years. Now’s the time to start tak- 
ing your share of the sales to be made in this market. December’s 
the issue! 


(3) MERCHANDISING TO THE BIG-VOLUME 
RETAILERS. . . . Beginning in August, and every other week until 
November Ist, the Vernon Pope Organization is issuing an Advance 
Bulletin to key men in 1,000 leading department stores, giving the 
latest offerings of Christmas merchandise for men, women, children 


and the home. 


With suggestions for buying, display and promotion, it will be a 
“market-in-print” showing what and where to buy, the promotion 
behind different merchandise, and how to capitalize on this promo- 
tion. It will be “must-reading” for merchandise managers, store buy- 


ers, advertising and display managers. 


All Argosy pre-Christmas advertisers (October, November, Decem- 
ber) will be the only manufacturers mentioned by name, by product 
and by line in these bulletins. In short—six clear shots at these im- 


portant retailers is reserved exclusively for Argosy advertisers. 


Write, wire or phone for complete details today. 


Ns 
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PARTIAL LIST OF ADVERTISERS 
WHO HAVE CONTRIBUTED 


le 
Argon ising res TO ARGOSY’S GROWTH 
led a, 2%0n, o'*hang, °* 2 th APPAREL MOTION PICTURE 
Ady rt Specie, m ‘Sing Pro nd "eta le Botany Mills M-G-M 
) tooy nthly a 9ram befe vel, hen, Air-O-Magic Shoes Republic Pictures 
. handisi,. ®ach m “ to Paris Garters Warner Brothers 
ren Merit f h wa Utica Duxback OUTDOOR, 
Se. m ” 
well,” has, AUTOMOTIVE PRODUCTS ya <4 occes 
* “th Exide . L. Bean 
Chris Craft 
BOOKS Evinrude Motors 
Walter J. Black B. F. Gladding 


Book-of-the-Month Club 
Doubleday & Co. 
Fiction Book Club 
Whittlesey House 


GROOMING ESSENTIALS 
AND TOILETRIES 
American Safety Razor 
Sterling Drug 
Chesebrough 

H. Clay Glover 
McKesson & Robbins 
Mennen 

Wildroot 


HOBBYCRAFT 
Delta Electric 


LIQUOR 
AND BAR ACCESSORIES 


American Distilling 
Frankfort Distillers 


Harwood’s 
Calvert 
Bie . ., CHICAGO 1, ILL. 
; 205 EAST 42 STREET, NEW YORK 17, N.Y 333 NO. MICHIGAN AVE., C Schenley Distillers 
Nee 427 WEST FIFTH ST., LOS ANGELES 13, CALIF. + 617 MONTGOMERY ST., SAN FRANCISCO. CALIF 


Harley-Davidson 
Johnson Motors 
Marlin Firearms 
Mercury Motors 
Olin Industries 
Scott-Atwater 
Shakespeare 
South Bend Bait 


SCHOOLS AND SERVICES 
Franklin Institute 

ics. 

Linguaphone Institute 
Arthur Murray 

TOBACCO 

AND SMOKING ACCESSORIES 
Wally Frank 

Kaywoodie 

Larus & Bro. 

Chesterfield 

Philip Morris 

Zippo 


MAIL ORDER 
Cobb's Fruit 
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| A toughminded custome 


Every U. S. industrial organization has at least one man who is an authority on hard 
facts. He is paid to be tough-minded. His job is to write the specifications and to 


see that they are met. Of necessity, in this age of science, he is a scientific American. 


4 Whatever his title—chief engineer, metallurgist; director of research, of produc- 
F tion; consultant on purchasing, materials, processes—he is one of the small group 
of trained and gifted men who set the buying habits of industry. He is your toughest 
and your most important customer. 

He is our customer too. In less than two years of publication the new SCIENTIFIC 


AMERICAN has enrolled more than 80,000 scientific Americans in its paid, direct-to- 


publisher subscription list. Representing every branch of industry, engineering and 
research, they are for the first time assembled in the audience of a single magazine. 


Your advertising message in the new SCIENTIFIC AMERICAN will reach your most 


important customers in every branch of industry. 


~~ Ree Oe 


*The punch-holes in the SCIENTIFIC AMERICAN Subscriber’s Identity 
Card record his title, profession, company and industry. Write to 
SCIENTIFIC AMERICAN, 24 West 40th St., New York 18, N. Y., to see 
the business machine breakdowns of our subscription list. 
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PHOTOGRAPHIC REVIEW 
OF THE 


1150-POUNDER—Center of the 60th birthday of Aldens, Chicago, was this huge 
birthday cake made to look just like the company’s building. Robert W. Jackson, 
president (third from left), cut the first three pieces for the oldest employes (left to 
right): William Steinback, building superintendent; R. L. Arnheim, vice-president 
and treasurer; and Tillie Dregor, accounting department, all 30-year employes. 


“I knowed them Mobil Tires 
would outlast the car—” 


ACCURATE—Humorous outdoor posters like this now used by General Petroleum 
Corp. are made from photos of miniature models in three dimensions built by artist 
Bill Hendricks. 


IN THE HANDY 
12-CAN CARTON 


“THE BEER WITH THE MILLION DOLLAR Vubven 


REAL THING—This new three dimensional display for Terre Haute Brewing Co.'s 

Champagne Velvet beer eliminates the need for shipping dummy cans by using a 

slot at right, into which the dealer can insert one of his full cans of CV. The display, 

which has an easel back and a hanger tab, was designed by Harry B. Fridstein of 
Vitaprint Process Corp., and made by Vitaprint. 
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PARAGON—Olga Gomez models the 

“Paragon Queen of Travel’ crown, which 

she won at the National Luggage and 
Leather Goods show in New York. 


FORECASTER—Planned for fall comple- 
tion, this Douglas Leigh spectacular for 
Northwestern National Bank, Minne- 
apolis, features a giant weather ball, 
which flashes forecasts by changing col- 
or. The letters NW climb ten stories, 
about half the height of the bank's 
building. 
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WASHABLE—Porcelain enamel facings were fabricated for the 
irst time by General Outdoor Advertising Co. for full size bul- 
etins for Panhandle Eastern Pipe Line Co. and were erected 
st three key pumping stations of the company’s system: Zions- 


ville, Ind.; Tuscola, Ill.; and Liberal, Kan. Although initial costs 
are somewhat higher than the cost of painted steel panels, the 
porcelain enamel facings can be maintained over a long 
period for a minimum expenditure, General Outdoor says. 


27 


WYLIE MEMORIAL—The new Margaret Wylie Memorial dormitory for girls at the 

Off-the-Street Club’s summer camp in Wheaton, Ill., was dedicated early this month 

by members of the Chicago Radio Management Club. The dormitory was made pos- 

sible by money contributed to a memorial fund by radio friends of Miss Wylie, time 

buyer in the Chicago office of J. Walter Thompson Co., who died last October. 

Here, Hal Rorke of JWT holds Jackie Ingham as she helps place a memorial plaque, 
aided by Kay Kennelly of Olian Advertising Co. 


KEYNOTE—G. B. Clifford Jr. (left), treasurer of Cream of Wheat Corp., and Jack 

Cornelius, executive vice-president of Batten, Barton, Durstine & Osborn, at a meet- 

ing attended by Cream of Wheat sales representatives from all over the country. 

The 50 to 1 stands for Cream of Wheat’s 50% sales increase during the past ten 
years, compared to 1% for all other hot wheat cereals. 


GEM-PACKED—This holiday window was installed from the 50-piece display kit | 
which the Gem razor and blade division of American Safety Razor Corp. is offering | 
to dealers with the purchase of a Gem gift set assortment. The company will use 
Collier's, Life, Look and The Saturday Evening Post for gift set promotion. Federal | 
Advertising Agency handles the account. | 


HEAPIN’ BREAKFAST—‘Snap, Crackle and Pop’ models served John Brew, Kenyon 
& Eckhardt vice-president and Kellogg account supervisor, a heaping spoonful of 
Rice Krispies during a celebration held by K&E in honor of W. H. Vanderploeg, pres- | 

ident of the Kellogg Co. 
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HERE’S no getting way from it, the 

little woman keeps those cash reg- 
isters ringing. She is the purchasing 
agent for the family. 

That's why it is so important for 
most advertisers to be sure they are 
reaching a wide audience of women 
with their sales messages. 

As New York's leading evening, 
home-going newspaper, the Journal- 
American wins the attention of more 
women than any other. The Journal- 
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AN AMERICAN} {PAPER {FORT 


A HEARST 
NATIONALLY REPRESENTED 
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ork Homes 


YOUR STORY STRIKES HOME IN THE 


NEWSPAPER 
BY HEARST ADYERTISING SERVICE 


of i i 


American is carried into 700,000 homes 
daily where it is read by mother, dad 
and the kids alike . . . where your 
advertisements enter household dis- 
cussions of plans and purchases. 
Taken all by itself, 700,000 families 
is a huge circulation. In fact, it is vir- 
tually twice the coverage of the second 
evening newspaper. But too, it’s the 
solid influence in each of the Journal- 
American's reader-homes that rings up 
sales in the world’s richest home market. 
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Gets Taxicab Account 


The Buffalo office of Ellis Ad- 
vertising Co. has been appointed 
to handle the advertising of the 
50-50 Taxi Cab Co., Buffalo. News- 
papers, radio and television will 
be used 


Reynolds Promotes Page 

Robert N. Page, editor of “Rey- 
nolds Review,” has been promoted 
to assistant director of public re- 
lations of Reynolds Metals Co., 
Louisville. 


C. R. T. Publishing Moves 


C. R. T. Publishing Enterprises, 
Inc., has moved its editorial and 
general headquarters to 541 N. 
Broadway, Yonkers, N. Y. Produc- 
tion headquarters remain in Mt. 
Vernon, N. Y. 


Davis Joins Keppler 


R. Douglas Davis, formerly with 
Underwood & Underwood Illustra- 
tion Studios, has joined the Vic- 
tor Keppler Studios as an account 
representative in New York. 


Rejuvia Plans Campaign 


Rejuvia Beauty Laboratories, 
New York, will launch a campaign 
in national magazines promoting 
Longfella lipstick in October. Nor- 
man D. Waters & Associates, New 
York, handles the account. 


Gets Men’s Shirt Account 


Shirtcraft Co., New York, has 
appointed Botsford, Constantine & 
Gardner to direct national adver- 
tising and retail promotion for its 
new line of men’s shirts. 


To Hoefer, Dieterich & Brown 


Lawrence Dunham, formerly 
with Morton Mfg. Co., Richmond, 
Va., has joined Hoefer, Dieterich & 
Brown, San Francisco, as head of 
the product development and pack- 
age design department. 


Biow Names Hawthorne 


John Hawthorne, formerly with 
J. Walter Thompson Co., San Fran- 
cisco, has been named production 
manager in the San Francisco of- 
fice of Biow Co. 


“The construction industry is extremely sensitive to 
business conditions and prospects. Therefore we 
are interested not only in complete and reliable in- 
formation of business happenings, but we must 
have that information promptly. The Wall Street 
Journal serves our requirements admirably, and I 
read it every day.” 
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fall Street Journal’s 
Capital Bureau 


National Press * Build 


They’re Declining as 
Workers Work Harder, 
Material Prices Dip 


Detroit Builder Trims House 
Price $700; Los Angeles 
Sayes $200,000 on School 


Survey Shows Trend 
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From New York to California, builders re 
P|} port that a small house, 
‘8}/ing or commercial structure can be pu: 


an apartment bui 


t they | for 5% to 25% less than a year ago. 


easing, 
Economie 
sane fretted 


for instance, says 


Pre-- 


county... 
who read this publication are 
men. They include important 


business .. . 


Published at 


‘the drop has occurred this year; in se 
during the past three months. 


Big Boston industrial build 


costs hav’ 


20% in the past fovr ~~ 


In every state ... in almost every 
businessmen read The 
Wall Street Journal. The 233,123 


America’s best informed business- 


decision-makers at all levels of 

Mr. Robertson and 
35,666 other presidents and chairmen. 
for instance. If you advertise to 
business you should put The Wall 
Street Journal at the head of your list. 


44 Broad St., New York 4 
911 Young St., Dallas 2 
415 Bush St., San Francisco 8 
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LouMaxon sHome 


Town Honors Him 
for Real Charity 


Secret Out, Michigan 
Village Pays Day-Long 
Tribute to Ad Chief 


Onaway, Micu.—This village of 
less than 1,600, tucked away in 
the piney woods of Michigan, did 
itself proud in paying honor 
Aug. 7 to its most famous son 
and its benefac- 
tor—Lou Max- 
on, president of 
Maxon, Inc., De- 
troit and New 
York advertising 
agency. 

It was Ona- 
way’s expression 
of gratitude for 
the big man with 
the bigger heart, 
who literally 
adopted the en- 
tire community and has seen it 
through some rough economic 
emergencies. 

The story of Lou Maxon and 
Onaway is one that has never been 
told before. Lou, while spending 
millions to advertise the products 
and feats of others, preferred to 
keep this sentimental side of him- 
self a secret—just between him 
and his village friends. 


Lou R. Maxon 


@ Onaway finally convinced Max- 
on that he should let the com- 
munity honor him so on Sunday, 
Aug. 7, the head of the ad agency 
with a $19,000,000-a-year billing 
turned himself over to this small 
community. 

Onaway honored him not only 
for the many generous things that 
he has done for his old home town 
and its folks, but also for the boy- 
hood memories that prompted 
those things. 

One of the amazing things about 
the Maxon-Onaway saga is that 
Lou lived here only from the ages 
of 2 to 14—until his memories 
pulled him back. He was the son 
of a $2.50-a-day lumber mil! 
mechanic. 

After attaining success in the 
advertising field, Lou often re- 
turned to Onaway to recapture 
the spirit of the village he loved. 
It was while on one of these peri- 
odic visits some years ago that he 
learned that his favorite grocer 
woman was ill. with cancer. He 
quietly paid up the debts on her 
property to ease her worries. He 
sent her to a clinic for treatmen'. 


we After her death a note was 
found saying she hoped “Lou wi! 
have my land because he love: 
the pine tree country as I do.’ 
Maxon purchased her 2,000 acre 
at Black Lake, though he wasn | 
so sure he wanted them. But sub- 
sequent developments changed h 5 
mind. 

A fire destroyed Onaway’s lone 
industry and loss of the lumber 
mill threatened to wreck the tow 
in the two following years. Lc 
set about to do something about i. 
As a boy everyone in town called 
Lou “Happy,” so he decided ‘2 
spread a little of that happiness 

“Happy” began pouring lars? 
sums of money into his propert ’ 
at Black Lake to build what I> 
called the “Cabin.” It is the sho.’ 
place of Onaway. He built it o 
the site of his first camping trip. 

It wasn’t built to “show off” h 
success, but rather to provide en - 
ployment for the hometown peop ° 
when they needed it. 


ws So when Onaway called hom? 
its most famous son for “Lou Max- 
on Day,” Mayor Bill Badgero de 
cided to tell the full story of hi 
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generosity. 

While Lou stood blushing, the 
mayor told how during the hard 
days of the depression, when On- 
away couldn’t afford to keep 110 
families on welfare, Maxon paid 
their grocery bills. Lou broke in to 
say: “When I was a kid, the grocer 
always gave me a stick of pepper- 
mint when pa paid the bill.” He 
wanted the kids to keep right on 
getting that candy. 

Maxon likes baseball so he out- 
fitted an Onaway team in new uni- 
forms and equipment because he 
didn’t want the community’s rec- 
reational facilities to dry up. He 
likes bands, too, and that was his 
excuse for outfitting the school 
band with uniforms and instru- 
ments. 


a The mayor kept right on em- 
barrassing “Happy” by describing 
how he paid the bills for the school 
hot lunch program; how he had 
his own Christmas fund for Ona- 
way’s needy. 

During the war, the mayor re- 
vealed, every Onaway lad in the 
services received packages regu- 
larly every three months from 
Maxon. Lou broke in to answer 
this: “I know how boys feel away 
from home and wanted them to 
know that I knew they were mak- 
ing it possible for a little Onaway 
lad to be successful because they 
were fighting to keep America 
free.” 

On Fourths of July, Lou ar- 
ranged to have all the kids get 
all the ice cream cones they could 
eat. 

And, what about the 15 young 
Onaway folks that Lou had sent 
through college? Well, 
dropped from Lou’s happy eyes, 
a bit sorry that his secret was out. 


= During the ceremonies, Ona- 
way’s new atheletic field was ded- 
icated as Maxon Field. A big pa- 
rade was staged to the ball park. 
Along the route, Lou Maxon, in 
photographic reproduction, peered 
from store windows. 

On the back seat of an open auto 
sat the real Lou Maxon, viewing 
again the town that had reached 
its 50th anniversary because “Hap- 
py” refused to let it become a 
ghost town when the woodworking 
plant in which father worked 
burned in 1926. 

Lou’s answer to the full-hearted 
and happy tribute was: 

“I wouldn’t trade Onaway for 
New York City—real estate values 
included. It isn’t the New Yorks 
that make the world, it’s the Ona- 
ways.” 


OAI Shifts Sales Staff, 
Adds Mike T. Harrington 


Outdoor Advertising Incorpor- 
ated, New York, has transferred 
and promoted five members of its 
sales staff and has added Mike T. 
Harrington to its Houston office. 

The personnel changes, effective 
Sept. 1, include: Ellyson S. Robin- 
son Jr., formerly manager of the 
Atlanta office, named manager of 
Pacific Coast sales, with headquar- 
ters in San Francisco; Robert C. 
McBrine, formerly of Houston, 
manager of the Atlanta office; W. 
B. Martin, vice-president in charge 
of Pacific Coast sales, transferred 
to Chicago; Max A. Stauss, for- 
merly of the Denver office, named 
head of the Seattle office; and Jack 
J. Burton, transferred from Se- 
ittle to Los Angeles. 


Renault Appoints Touchton 


James C. Touchton has been pro- 
moted to the recently created po- 
sition of national sales manager of 
Renault Selling Branch, Inc., New 
York. He was formerly eastern 
district sales manager for Renault, 
until the French automobile man- 
ufacturer established a New York 
sales organization for national 
sales in the U. S. 


Bancroft Names Bumberg 

Bancroft, Ltd., New York, hab- 
erdasher, has named Jay Gabriel 
Bumberg Advertising, New York, 
to handle its advertising. 


a_ tear|: 


Margaret Mitchell Dies; 
Was Wife of John Marsh . 


Margaret Mitchell, author of the 
best-selling novel, “Gone with the 
Wind,” and wife of one of Atlanta’s 
leading advertising executives, 
John R. Marsh, died in a hospital 
there Aug. 16 of injuries suffered 
when she was struck by a speed- 
ing automobile on Atlanta’s famed 
Peachtree St. 

Mr. Marsh for many years ser- 
ved as advertising manager of the 
Georgia Power Co., which has its 
headquarters here, but was forced 


by illness to relinquish his official 
duties with the utility. A heart 
ailment, suffered several years ago, 
forced him into semi-retirement. 


Grove Promotes Bell 


Grove Laboratories, St. Louis, 
has elected Frank F. Bell vice- 
president in charge of sales. Mr. 
Bell, a director of Grove, joined 
the company two years ago as di- 
rector of sales and has been re- 
sponsible for all sales activities, 
including those of Grove’s new 


F. W. Fitch division. 
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Pek your yardstick 


AND LET’S GET DOWN TO BUSINESS*”.. 


USE ANY ONE 
OR ALL FIVE! 


| COVERAGE: Check ABC fig- 
ures in Standard Rate & Data. 
Get the breakdown of actual farm 
coverage throughout lowa. 


D ouaury OF READER: See 
study titled “Measuring the 
World's Biggest Farmer" based on 
special U.S. Census Bureau tabula- 
tions. Compares subscribers with 
other farmers. 


Sp reaver TRAFFIC: Check your 
Continuing Study of Farm Pub- 
lications No. 4. See readership page 
by page and cover to cover for 
both lowa farm men and women. 


A reaver PREFERENCE: Send 
for study titled "“InFARMation 
Please" based on lowa State College 


survey to determine the information 
sources of lowa farmers. 


5 peauer PREFERENCE: Tell us 
the kind of dealer in which you 
are interested and we'll give you 
the dealers’ own answer on the type 
of advertising he prefers. 


in the 


and its people! 
to appraise the 


him better as a 


HERES THE PAPER THAT'S TOPS! 


Want a yardstick for measuring sales opportunities in Iowa? 
Wallaces’ Farmer and Iowa Homestead offers not just one but 
five specific ways to measure the Iowa farm market, its papers 


These yardsticks can be used in many different ways not only 
his reading habits and his reading preferences—to get to know 


They provide an audit of both the tangible and the intangible 
factors that affect your advertising and your sales. 

Many thousands of dollars have been invested to bring you 
these important facts. They’re yours for the asking—just tell us 
what you'd like to know. 


*MORE BUSINESS, thot is! 


for Sales-Building 
Jowa farm Market 


Iowa farmer as a prospect but actually to check 


person and as a customer. 
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Ways to Lick Local Slumps 
Is Commerce's Current Chore 
WasHincton—Where will adver- 
tising fit into the fight against de- 
pression—when and if serious un- 
employment develops? Commerce 
Secretary Charles Sawyer has been 
getting some of the answers—but 


* so far not the right ones. 


Mr. Sawyer, who understands 
the importance of public service 
advertising, is directing the gov- 


By STANLEY E. COHEN, Washington Editor 


ernment’s effort to beat “spot” 
unemployment which has settled 
in about 14 so-called “critical” 
areas. Admen have been in with 
some suggestions. So far: no sale. 

Proposed ads _ generally say: 
“Prices are down. This is the time 
to buy.” A nice appeal, but ac- 
cording to government people, a 
little remote from the realities 
of these local unemployment prob- 


lems. 


When unemployment is more 
general, advertising’s assignment 
may become more apparent. 
Meanwhile, anyone with a good 
idea can expect a welcome to the 
inner sanctum, without benefit of 
five percenter. 

Government officials are con- 
fident that their efforts to steer 
official business into “depressed” 
communities can be an important 
weapon in counteracting localized 
slumps. The upswing in business 
assures time for improvement of 
this weapon. When another re- 
cession develops, private industry 
will also be asked to channel 
its buying into towns where it 
will do the most good. 

e «© @ 

Even if Congress passes postal 

rate legislation this year, publish- 


ers may not be out of the woods. 
The House postal subcommittee, 
which is working out a substantial 
increase in second class rates, is 
said to favor a further examina- 
tion of second class next year, 
with’a view toward a complete 
revision of the basic second class 
legislation enacted in 1879. 
e ee @ 

Now that Gardner Advertising 
Co. has its “notice,” Army Secre- 
tary Kenneth Royal and Air Sec- 
retary Stuart Symington will take 
their time deciding on the need 
for advertising to support recruit- 
ing efforts. Ambitious Pentagon 
information experts are said to 
favor direct placement of adver- 
tising by the military establish- 
ments. Another group says the 
military ought to build its own 
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The Star—Evening and Sunday 


Local Grocery Display... 
National Grocery Display. . 
Total Grocery.......... 
Total Advertising........ 


The meat of the grocery media story: 


Lineage for % of leadership 
lat 6 mos. "49 over second paper 
.. 649,852 11.9 
819,392 69.7 
.. 1,469,244 46.5 
18,307,003 65.0 


Conclusion: When you want the economy-size ad 
medium in the nation’s capital, choose The Star. 


The Washington Star 


Evening and Sunday Morning Editions 


Represented nationally by Dan A. Carroll, 110 E, 42nd 5St., 


NYC 


17; The John E. Lutz Co., Tribune Tower, Chicago 11. Member: 


Bureau of Advertising ANPA, 


Metropolitan Group, American 


Newspaper Advertising Network, Inc. 


THE EVENING STAR BROADCASTING COMPANY OWNS AND OPERATES STATIONS WMAL, 


WMAL-FM, 


AND WMAL-TYV 


advertising staff and depend on the 
Advertising Council for space and 
agency services, in the same man- 
ner that the Treasury does. 

e « @ 

The Far East commission is try- 
ing to out-think Japanese indus- 
trialists avho aped famous trade- 
marks, even to the point of mark- 
ing their goods “Made in U.S.A.” 
The Far East commission issued 
an order last week authorizing 
U.N. nations to apply for cancela- 
tion of any Japanese trademark 
confusingly similar to their own. 
Under present occupation regula- 
tions, all exported goods from Ja- 
pan are marked “Made in Occupied 
Japan.” 

ee e« @ 

The House overrode its rules 
committee Monday, and passed 
legislation giving Federal Trade 
Commission power to control mer- 
gers involving purchase of assets. 
The commission has been seeking 
the authority for 20 years. Three 
times in the past the legislation 
has been approved by the judiciary 
committee only to be pigeonholed 
in the rules committee. By better 
than a two-thirds vote Monday, 
House members suspended the 
rules, passed the bill, and left the 
rules committee wondering what 
struck it. 

ee e« e@ 

Economic Cooperation Admini- 
stration is looking for ways to 
build the European travel business 
during the fall and winter, the 
customary off-season period. Air- 
lines are cooperating with a 30% 
round trip fare cut, effective Oct. 
1, and Europeans are planning ex- 
hibitions, conferences and sports 
events to draw travelers. The trav- 
el branch of Commerce Depart- 
ment’s Office of International 
Trade finds that family ties are 
a basic factor behind European 
travel by Americans. Inspection 
of steamship and airline manifests 
shows 96% of Americans heading 
for Europe and the Mediterranean 
have family ties there; 40% in- 
tend to visit relatives; more than 
60% are European born or of for- 
eign-born parents. 

ee © @ 

President Truman has vetoed 
legislation which would allow vet- 
erans to get vital statistics about 
themselves from Census Bureau 
without paying the customary fees. 
Approval might jeopardize the 
established principle of charging 
fees for special services, his veto 
message warned Congress. He 
pointed out that the fees charged 
for census data “are nominal,” 
anyway. 

e © @ 

Since May 18, the House has 
waited impatiently for the Senate 
to pass a resolution authorizing 
a joint investigation of lobbyists. 
Last week the House decided not 
to wait any longer. It passed a 
resolution authorizing its own in- 
vestigation under Rep. Frank Bu- 
chanan (D., Pa.). Venerable Rep. 
Adolph Sabath (D., Ill.), who put 
the resolution through, estimated 
that lobbyists spent $2,000,000 dur- 
ing the first three months of 1949; 
that 258 registered lobbyists spent 
more than that during the second 
three months. 


Bingham Joins Midland Co. 


George F. Bingham, formerly 
advertising and sales promotion 
manager of Pincor Products, Chi- 
cago, has been named sales man- 
ager of the Midland Co., South 
Milwaukee. He will supervise the 
expansion of the company’s sales 
and merchandising program for its 
Dandy Boy line of garden tractors 
and garden equipment. 


Vimcar Names Ross, Gardner 


Vimecar Sales Co., Los Angeles, 
distributor of builder’s hardware, 
has appointed Ross, Gardner & 
White, Los Angeles, to direct its 
advertising. Its first campaign, to 
introduce a marking tool for facil- 
itating door lock installation, will 
use trade publications, direct mail 
and point-of-purchase material. 
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SYNCHHO.FLEXED* for comfort 


+++ im perfect synchrony 
with your every step... 
and o step shead 


th senee claw 
1. PO SMITH SHOE CO. 
Cb Meereoee 

An cacluuve consructon feature 


NEW—This is one of the first ads for 

British Walkers, J. P. Smith Shoe Co., 

placed by Earle Ludgin & Co., Chicago, 

newly appointed agency. The copy ap- 

peared ir August issues of Harper's Ba- 
yaar and Vogue. 


Mentholatum Scores 
High in ‘Centralia 
Sentinel’ Study 


New YorK—A readership study 
of the Evening Sentinel, Centralia, 
Ill., conducted by the Advertising 
Research Foundation, reveals that 
one national advertisement, a 138- 
line Mentholatum ad, ranked 
among the ten highest in the medi- 
cal classification for all studies to 
date. 

Leading the men’s list was a 
636-line layout for Ford with a 
tally of 21%, and this ad pulled 
9% of the women. A 387-line Mar- 
vel bread ad and a 1,248-line dis- 
play for Lennox Heating Systems 
garnered top honors among wom- 
en, each with 17%. 

Based on the Size-Equalizing In- 
dex, the top national ad for both 
men and women readers of that 
day was an 80-line display for 
Ranger Joe popped wheat. Ad- 
vertising linage in the surveyed 
issue, a 16-page Wednesday eve- 
ning edition in one section, totaled 
22,618, placing the ratio of adver- 
tising to news-editorial-feature 
content at 59 to 41. 

This was study No. 131 in the 
Advertising Research Foundation’s 
Continuing Study of Newspaper 
Reading. 


Balian to Run Spot Drive 

Balian Ice Cream Co., South 
Gate, Cal., has signed for about 
200 spot announcements weekly on 
‘ight southern California radio sta- 
ions during the next four weeks. 
singing commercials and _ tran- 
‘cribed copy plugging weekly spe- 
‘ials have been placed by the Tul- 
is Co., Los Angeles agency. 


Yair Queen Appoints Wade 

Hair Queen Corp., Los Angeles, 
nanufacturer of Hair Queen dryer 
‘aps, has appointed Wade Adver- 
ising Agency, Los Angeles, to 
handle advertising, merchandising 
and publicity. The fall campaign 
will employ local market tests with 
a national campaign to follow. 


Offers Vari-Typer Service 

Hanson Business Machines Co., 
303 Buckeye building, Cleveland, 
is offering a mail order counseling 
service in all types of Vari-Typer 
problems. 


‘Gratico’ Makes Debut 


El Imparcial, San Juan, Puerto 
Rico, morning newspaper, has in- 
itiated publication of Grafico, the 
only evening newspaper published 
in San Juan. Print order for the 
first day was 10,000. The advertis- 
ing rate is 75¢ per inch. The com- 
bination rate for the two papers 
is $2.60 per inch. Edwin Seymour, 
Inc., New York, represents the 
newspapers. 


Universal Atlas Ups Two 


Universal Atlas Cement Co., sub- 
sidiary of U. S. Steel Corp., has 
promoted Fred T. Wiggins, west- 
ern sales vice-president, Chicago, 
to vice-president and assistant 
general sales manager in New 
York. George S. Neel, Chicago area 
sales manager, succeeds Mr. Wig- 
gins. 


will do your selling job 


¥ More Efficiently 
Less Expensively 


The Reply Is: 
In the LETTER 


REPLY-O LETTERS 


AZ 


NATIONAL ADVERTISERS SAY: 


"Results of Reply-O Letter 
Direct Mail to business and 
professional men — 96,000 
Reply-O Letters; 25,700 re- 
plies; $17,843,000 volume 
of new business."* 

George Kelley, Director of 
Soles Publications New York 
Life Insurance Company 


“On parallel test - 
Reply-O vs. regular 
letter — Reply-O Let- 
ter gave us 26% more 
on a $3.50 o 

Robert Stone, Vice 
President The Notional 
Research 


THE REPLY-O PRODUCTS CO. « 150 W. 22nd ST. *« NEW YORK 11, N.Y. 


-_— 
Ga 
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Family habit...the corner service station | 


Not long ago, the neighborhood service station 
was only a gas station. But, today, it’s a com- 
munity institution, It’s a family habit—the place 
to buy most everything automotive. And motor- 
ists name it their preferred source for tires, 


batteries and accessories! 


To put the nation’s top service stations to work 
in your interest, it’s necessary to get the nod 
from oil companies and oil jobbers. More than 
simply word from the front office that you're in! 
You need the acceptance of top executives, plus 
the backing of their sales and merchandising 
staffs—the oil men who live with the service sta- 
tions day-to-day, whose job it is to help build 
those TBA sales, 


1213 West Third St., Rented, eee <oiiliiee in New York, rr Philadelphia, Houston ape Los Angeles 


Best way to reach marketing men who plan 
and influence TBA selling programs through the 
nation’s best service stations is through adver- 
tising in National Petroleum News .. . the oil 
industry’s marketing magazine! 


Planning to build sales through service stations? 


Write for helpful, new fact-booklet titled “TBA”. 


* BA is the oil industry's designa- 
™ tion for tires, batteries and 
accessories now being sold in planned 


programs directed by oil companies and 
oil jobbers, conducted through the na- 


/ 
tion's best service stations, promoted by 
National Petroleum News. (es 


Stites 


| MERCHANDISING ~ 
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Schwerin Begins 
‘At Home’ Video 
Tests This Week 


New Yorx—Schwerin Research 
Corp., which hitherto has spe- 
cialized in pretesting radio and 
video shows, will begin making 
“at home” surveys of television 


programs this week. 


Some 2,000 New York viewers 
will watch NBC’s “Believe it or 
Not” on Wednesday, Aug. 24, with 
a pencil and a score sheet in their 
hands. 

They will record their reac- 
tions (good, fair, poor) on the 
Schwerin score sheet, checking the 
numbers to coincide with those 
superimposed on the transmitted 
picture on their screens. “Believe 
it or Not” is fed to the network, 
but the test numbers will be 
transmitted only on pictures sent 
out in the New York area. 


Schwerin doesn’t expect the 


EASY CHART 


6i¢ 


Reproduction of Genuine Glossy 
Photos in Quantities 


in 500 and 750 QUANTITIES 
(1000 and ever .06c) 


WNBT switchboard to be flooded 
with calls from people who are 
curious about the little number 
in the center of their television 


picture. The company gave its “at)} 


home” system an “out-of-town 
tryout” in Chicago in May, when 
a test was made of Miles Labora- 
tories’ “Quiz Kids” program (AA, 
May 23). 


a Special operators were assigned 
to the WNBQ switchboard at that 
time, but relatively few viewers 
were curious enough to call the 
station. None of the callers com- 
plained that the tiny numbers 
distracted them. 

This study is the first of a series 
which the research firm plans to 
make for the National Broadcast- 
ing Co. Other network sustainers, 
which viewers may help to make 
or break, include “Lights Out,” 
“One Man’s Family,” “Broadway 
Spotlight” and the “Dave Garro- 


= 


NEW SPONSOR—NEW STATION—Coca-Cola Co. will use outdoor posters for its 

principal promotion of the Edgar Bergen-Charlie McCarthy show, which starts Oct. 

2 on CBS, although newspaper announcement copy may be used. D’Arcy Advertising 
Co., St. Louis, is the agency. 


way Show.” 

Schwerin also expects to con- 
duct improvement tests for radio 
advertiser clients such as Gen- 
eral Mills, Quaker Oats Co., S. C. 
Johnson & Son, Campbell Soup 


*Yes, The Salt Lake Tribune-Telegram Is Read by More Than 
9 Out of 10 Families wndupicaea in the Salt Lake City ABC City Zone 


Through the pages of The Salt Lake Tribune-Telegram you also 
reach nearly 7 out of 10 families in the Salt Lake Retail Trading 


Zone, and nearly 1 out of 2 families in the entire 4-state “Million 
Market.” This dominant family coverage of the Salt Lake market 
is the result of service to readers, results for advertisers. 


Che Salt Lake 
Crilnue - Celegram 


Nationally Represented by O’Mara & Ormsbee, Inc., 
and Metropolitan Sunday Newspapers, Inc. 


‘MORE cav 


are using © 


MORE space 


(over 8,800,000 lines 
_—first 6 months 1949) 


a 
i 


reaching © 


MORE subscribers 


_(125,400)° + 


_ Than Ever Before! 


"Publisher's statement 
mos. ending March 31, 


os 


Co., American Telephone & Tele- 
graph Co., and Toni, Inc. 

The latter already has contracted 
to have its TV commercials pre- 
tested, preparatory to putting them 
on the air. 


ws Price schedules probably will 
vary, but Schwerin “at home’ 
tests, covering the present sam- 
ple of 2,000, will cost an adver- 
tiser approximately $1,000. The 
sample will be increased to 25,000 
by the end of the year. 

Horace S. Schwerin, president 
of Schwerin Research Corp., last 
Thursday discussed his findings in 
video program testing at a press 
conference here. 

Pointing out that television pro- 
grams—more so than radio shows, 
which get good carry-over au- 
diences from top-rated neighbors 
—attract viewers largely on their 
own entertainment value, Mr. 
Schwerin recommended “reliable 
program testing to help advertis- 
ers create good programs without 
incurring fabulous, uninsured ex- 
pense.” 

Among the programs covered in 
the studies on which he based his 
report: the May 17 “at home” test 
of the “Quiz Kids”; “Black Robe,” 
a drama using the documentary 
technique; RCA’s “Kukla, Fran & 
Ollie,” and unidentified sponsored 
news and dramatic programs. All 
tests with the exception of “Quiz 
Kids” were made in studio ses- 
sions. 


s Noteworthy findings, listed by 
Mr. Schwerin: 

Statistically, there is no signifi- 
cant difference in the amount of 
liking by small and large-screen 
set owners. 

In general, smaller groups, par- 
ticularly persons watching alone, 
are more adversely critical of TV 
than are groups of six or more. 
(This, the researcher believes, ‘s 
due to the economic and educe- 
tional factor and not basically to 
the size of the audience. Less edu- 
cated, lower income groups, whic» 
still have relatively fewer sets, 
are more likely to be viewing in 
numbers.) 

Viewers who have had their 
sets longer tend to be more criti- 
cal of video programming. No’, 
however, because the novelty has 
worn off, but because they—the 
higher income groups—are more 
discriminating and critica, 
Schwerin feels. 


= Program features which were 
most popular on radio may be least 
popular on TV. Built-up sequenc:s 
for the “Quiz Kids” can sustan 
interest on TV, but they bog dow. 
on AM, 

Videogenic personality may ou - 
weigh brain power. Five-year-o' | 
Melvin Miles, who rarely answe's 
a question correctly, is more po] - 
ular with viewers than Joel Kup- 
perman, who hogs the spotlig!t 
with his brilliant replies. 

“Kukla, Fran & Ollie” hold 
viewers’ attention well with their 
commercials for RCA radios, re« 
ord players and video sets by mak- 
ing them an integral part of th: 
Kuklapolitans’ activities. 
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Arvin’s ‘Christmas 
Lay-Away Club’ Will 
Bow Next Month 


CoLumMBus, INnp.—Noblitt-Sparks 
Industries will inaugurate an “in- 
stalment selling in reverse” plan 
1ext month, spearheaded by a 
wo-color page in the Sept. 10 
Saturday Evening Post announc- 
ng the “Christmas Lay-Away 
Club” for Arvin radios and ap- 
pliances. 

While lay-away merchandising 
plans have sold millions of dollars’ 
worth of goods for department 
stores and chains on a local basis, 
Gordon T. Ritter, sales director of 
the company’s Arvin division, be- 
lieves this will be the first use of 
such a program on a nationwide 
seale. 

The plan, described to dealers 
with copy in Electrical Merchan- 
dising, Jewelers’ Circular-Key- 
stone and Retailing Daily, works 
this way: The consumer selects 
any Arvin radio or appliance (in- 
cluding the Lectric Cook, auto- 
matic electric iron, electric heater, 
4-Square waffle baker, or the new 
Arvin toaster which will be intro- 
duced to the trade Sept. 1) and 
makes a down payment. Arvin 
Lay-Away Club pass books are 
provided, in which the retailer 
records payments each week or 
month. 


s Arvin gives the program an 
extra consumer incentive with a 
“two for one” deal offering, as a 
premium, a pair of Dunbar custom- 
blown hurricane lamps when the 
purchase is completed. 

A complete dealer kit includes 
a detailed instruction booklet, 
window and counter display ma- 
terial, newspaper mats, merchan- 
dise tags and a supply of the cus- 
tomer pass books. Trade advertis- 
ing is being supplemented by di- 
rect mail to the division’s dealer 
setup throughout the country. 

In addition to the Post ad, Ar- 
vin will use a four-color page in 
the Sept. 11 Pictorial Review and 
will give a secondary mention to 
the lay-away plan in product copy 
scheduled during September and 
October in Better Homes & Gar- 
dens, Country Gentleman, Ladies’ 
Home Journal, the Post, Pro- 
gressive Farmer and Successful 
Farming. Copy will range from 
“4 to 4% pages. 

Roche, Williams & Cleary, Chi- 
cago, handles the account. 


Plans Display Ad Parley 


The Pennsylvania Newspaper 
Publishers’ Association and Inter- 
state Advertising Managers’ As- 
sociation will co-sponsor a two- 
day display advertising conference 
at the Bedford Springs Hotel, Bed- 
ford, Pa., Sept. 9-10. Conference 
leaders will be Carl M. Gillespie, 
advertising director, Johnstown 
Newspapers, representing the 
PNPA, and Karl A. Hoffman, ad- 
vertising manager, Shamokin 
News-Dispatch, LAMA president. 


Fairmont Names Agency 


Fairmont Foods Co., Omaha, has 
retained Doyle-Dane-Bernbach, 
New York, to handle advertising 
©’ all Fairmont products in New 
‘ork City. Newspapers, magazines, 
( — posters and radio will be 
used. 


THERE'S NO FINER 
ARTIST'S BRUSH. 
ANYWHERE! — 


CRAFIINT 


SERIES A" GENUINE RED SABLE 
WATER COLOR BRUSHES... 


are scientifically made of only 
the finest imported red sable 
hairs . . . Fits the hand per- 
fectly—Forms a perfect needle 
point. Available in ten sizes. 


At your dealer or write direct. 


THE CRAFTINT MFG. CO. 
1615 Collamer Ave., Cleve., ey, 


von Morpurgo Moves Offices 
The San Francisco headquarters 
of Henry von Morpurgo, Inc., have 
been moved to 256 Sutter St. The 
art and production departments 
of the agency remain at 406 Sutter 
St. In Los Angeles, von Morpurgo 
offices have been moved to the 
— building, 7958 Beverly 
vd. 


Fair Trade Council to Meet 


The American Fair Trade Coun- 
cil will hold its tenth annual meet- 
ing Nov. 16-17 at the Waldorf-As- 
toria Hotel, New York. The gen- 
eral theme will be “Fair Trade— 
Weapon Against Monopoly.” 


‘Mirror’ Ups Circulation 
Effective Oct. 11, 1949, the Los 
Angeles Mirror will increase its 
average daily net paid circulation 
guarantee from 140,000 to 175,000. 


‘Era’ Names Representatives 

Sadler & Sangston Associates, 
New York, has been named eastern 
advertising representative, and 
Harry V. Lytle, Evanston, IIl., has 
been appointed advertising repre- 
sentative for Chicago and the Mid- 
west by Improvement Era, Salt 
Lake City. 


Appoints Kahn Agency 

Tomlinson, High Point, N. C., 
furniture manufacturer, has named 
George N. Kahn Co., New York, 
to handle advertising and promo- 
—_. National magazines will be 
used. 


Joins Pioneer Hi-Bred Corn 

Rex Hall, formerly with N. A. 
Winter Advertising Agency, has 
joined the advertising staff of 
Pioneer Hi-Bred Corn Co., Des 
Moines. 


General advertisers 
prefer News-Sentinel 


General advertisers during the first six months of this year 
placed more display advertising in The News-Sentinel than 
they placed in Fort Wayne's morning and Sunday papers 
combined. (Media Records) 


Home Coverage: 99% of City Zone 
plus 43% of Retail Trading Area 


Fort Wayne, Indiana 


ALLEN-KLAPP CO... . NEW YORK... CHICAGO . . . DETROIT 


@ This month the Chillicothe Indian is wearing a 
kiltie symbolizing that his brand of paper is close to 
the hearts of frugal buyers. 


Not that Chillicothe Offset is a cheap sheet—it isn’t. 
It’s a quality paper—the ideal foundation for a quality 
sales story. Cost conscious advertising production folks 
favor Chillicothe Offset because its closely controlled 
moisture content leads to carefree press runs without 
constant and costly adjustments or excessive spoilage. 
Most pressmen say they run it without hanging and are 
untroubled by shrink, stretch, curl, or lint. 


It’s the perfect shade of white for simple jobs or the 


THE CHILLIC 


CHiLLic 


ra. 
5 
4m 


Fe Indian With $CO'FEE Blood 


most intricate color runs. It adds to the impact of each 
sales message. 


Chillicothe Offset invites realistic reproduction with- 
out exacting a premium in printers’ skill. 


Maker of a distinctive line of fine papers for many uses, including 
such distinguished stocks as 


LOGAN AND ADENA OFFSET AND BOOK 
CHAMOIS TEXT e CHILLOTINTS 
GREETING CARD PAPETERIES 


—ask us about them 


mike The Cee ingeeddsi F 


THE PAPER CO. 
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No. 3371. A Report on Department 
Store Advertising in Philadel- 
phia Daily Newspapers. 

The Philadelphia Bulletin re- 
ports on department store linage 
for the first half of 1949 in this 
folder, which devotes a page to 
each one of Philadelphia’s seven 
larger merchants, with a final 
page for total advertising in the 
department store classification. 
Figures compare the Bulletin’s 
record with that of the second 
daily newspaper. 


No. 3372. A Study of 1,567 Trans- 
atlantic Air Passengers. 


Facts about the incomes, occu- 
pations, travel expenditures, 
length of trips and other details 
are reported in this study issued 
by Harper’s Magazine. 


No. 3373. The Transportation In- 
dustry Market. 


Transportation Supply News has 
published this four-page folder 
containing an analysis of the pub- 
lication’s coverage by industry seg- 
ments; advertising effectiveness by 
major types of accounts; break- 
down of editorial content; evidence 
of readership and other data. 


No. 3374. Circulation Anaiysis. 

A map of its trade territory and 
a county circulation analysis are 
provided in this folder, issued by 
the Daily Journal, Rapid City, 
South Dakota. 


No. 3375. Survey of Dealers’ Sell- 
ing Practices. 

American Lumberman & Build- 
ing Products Merchandiser has 
published the results of a survey 
of dealers’ selling practices in the 


light construction industry. Along 
with answers to many questions on 
operating methods, the folder re- 
ports on per cent of retail sales 
spent for advertising; ways adver- 
tising budgets are worked out; 
advertising media used; use of 
manufacturers’ ad mats and other 
subjects. 


No. 3348. The Modesto Market. 


Stanislaus County, Cal., of which 
Modesto is the county seat, ranks 
9th in farm income in the U.S.; 
Modesto is 12th in retail sales 
among 257 cities between 25,000 
and 50,000 population, and 14th 
in food sales among cities of the 
same size. These figures and many 
others are reported in a folder of 
market and media data, issued by 
the Modesto Bee. 


No. 3360. Good Housekeeping 
Means Good Merchandising. 


Merchandising and point-of-sale 
display aids available to Good 
Housekeeping advertisers are de- 
scribed and illustrated in color in 
this brochure published by the 
magazine. Letterheads, postcards, 
reprints, easel displays, newspaper 
mats, Good Housekeeping guaranty 
seals and many other items are 
tabbed for quick reference, and 
an inside back-cover pocket carries 
a price list and order blanks. 


No. 3363. Cereal Survey. 


Farm Journal has published the 
findings of a survey of subscribers 
on use of cereals in the home, and 
cereal preferences. The _ report 
shows size of families, use of hot 
and cold cereals, seasons in which 
both types are eaten, and the 
brands used. 


Note: Inquiries for items listed above will not be serviced beyond Oct. 3. 


USE 


| Readers Service Dept., 


COUPON TO OBTAIN INFORMATION 


ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Please send me the following (insert number of each item wanted) 
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sat DEPARTMENT 


DECISION-MAKING LEVEL”’ 
“A. A. REACHES MEN AT 


Commenting on the fact that the samc 
classified copy developed about twice 
as many inquiries from ADVERTIS- 
ING AGE as from another publication 
this advertiser said: “Evidently the dif- 
ference in the circulation of the two 
publications is that ADVERTISING 
AGE reaches a preponderance of men 
at the decision-making levels.” Cor- 
tect! That’s why your classified copy 
placed in these columns will not only 
get more response, but get the kind of 
response you want—inquiries from ex- 
ecutives who can close the deal at 
once! 


HELP WANTED 


SPACE SALESMAN 
Building Industry 
George Williams Co. . Personnel 
209 S. State St. HA-7-2063 Chicago 


Account Ex. - Copywriter—This Advertis- 
ing Agency between New York and Chi- 
cago is small enough for you to advance 
as fast as ability justifies, if you are 
versatile enough to help plan advertising 
schedules, create ideas, write copy and 
contact clients. Familiarity with agri- 
cultural lines would be helpful but not 
essential; some experience necessary; 
need not have been in agency work. Must 
have ambition to work into part owner- 
ship; no investment needed. Give previous 
record, present salary and write me at 
length. 
Box 2605, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


FRED J. MASTERSON 
ADVERTISING AND PUBLISHING 
PERSONNEL 
Executives—Creative—Adv. Sales 
Resumes confidentially considered 
185 N. Wabash FR 2-115, Chicago 


Advertising “salesmen with car call on ad- 
vertising agencies, mfrs., etc., to cover 
Chicago area and middle western states: 
newest medium since motion pictures 
and television. Write c/o Bowling Supply 
Co., or phone DE-2-6734. (Chicago) 


Hartford, Connecticut, insurance company 
wants a young man with substantial ex- 
perience in printing production, who 
would be qualified to prepare specifica- 
tions for printers, order engravings, and 
follow through on proofs to obtain good 
interpretation of artists lay-outs. He 
should also be qualified to design good 
typographical plans and layouts for forms 
and for general work. The work is 
largely letter press but with some off- 
set. This man would act as co-ordinator 
between the Company’s printing plant 
and outside printers and the various de- 
partments of the Company which have 
printing requirements. Capacity for 
growth is a qualification. 

Box 2596, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, ml. 


WANTED 

Assistant Buyer of Advertising 
A trade association buys advertising for 
its members on a quantity basis so that 
small buyers may secure low prices. Pres- 
ent buyer is a lady. Desires an assistant 
who will handle details of department 
with the view of taking over position 
when qualified. Write giving age, edu- 
cation, advertising experience, and start- 
ing salary desired. 

Box 2609, ADVERTISING AGE 

100_ E. Ohio St., Chicago 11, Lee 


_ POSITIONS WANTED 


WRITER 
available for top-flight agency or maga- 
zine anywhere in U. S. Experience: agency 
copy writing, consumer and industrial; 
advertising management, magazine writing. 
Webster Kuswa, 2524 N. 58th St., 
Milwaukee 10, Wis. 


Not marked down! Neo distress! But an 
agency can hire proved $15,000 help in 
plans, contacts, copy for as little as half 
current earnings. 

Box 2606, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


GET MAXIMUM PROFIT FROM 
YOUR ADVERTISING 
Exceptionally capable executive look- 
ing for bigger opportunity. Six years 
top agency experience. Seven years 
selling and sales promotion for lead- 

ing manufacturer. 
Box 2607, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


COPYWRITER - 4 years agency and retail 
experience. National; industrial, consum- 
er, radio. Good working knowledge lay- 
out and production. Refs. 26, married. 

Box 2608, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
Copywriter - Agency and mail-order cata- 
log copy experience in farm and industrial 
equipment; all hard lines. Can take full 
charge of catalogs, manuals, etc. 
Joseph Hagans, 6146 Kenwood, Chicago 37. 


MISCELLANEOUS | 


SALE OF BUSINESS 
A sale of the business of Thos. Caughey 
Co., an outdoor advertising business lo- 
cated in Fort Dodge, Iowa, will be held 
in the court room of the court house of 
that city on August 29th, 1949 at 1:30 
o'clock P.M. The business includes 151 
poster panels, 265 painted bulletins, of- 
fice supplies and equipment, tools, mer- 
chandise, supplies, 5 used trucks, small 
tracts of real estate, and leases. 

Bidder should be prepared to deposit 
twenty per cent (20%) of the amount bid 
at the time of sale. For further informa- 
tion write Dwight G. Rider, Administra- 
tor, 207 State Bank Building, 

Fort Dodge. Iowa 


John Andrews 1504 Dodge, Omaha, Nebr. 
FINE AGRICULTURAL ART 


MISCELLANEOUS 


ATTENTION PUBLICITY DIRECTORS! 
Wanted - suitable pictures for syndica- 
tion to newspapers. You pay low cost of 
distribution. Don’t delay - write, wire, 
phone - today for complete information— 
no obligation. Special Correspondents, Inc. 
230 E. Ohio St., Chicago 11, 


DE-7-1065. 
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NOT BROKE — JUST BENT 
Has capital, offices, talent . . . but not enuff 
accounts, so established Los Angeles Agency 
with nat'l credit and recognition will consider 
ANY proposition. Merging; selling out; shar- 
ing profits with man-with-accounts; joining 
other agency or advertiser. Exec. top notch 
on copy, campaigns, merchandising, showman- 
ship; 15 advertising years. Got any sugges- 
tions? Box 7433, ADVERTISING AGE, 100 E. 
Ohio St., Chicago II, Ill. 


man. 


you wish, telling about 


IF YOUR SALES ARE NOT UP to 
what you think they should be—you 
probably need more and better RE- 
SEARCH, harder hitting ADVERTIS- 
ING, sure fire MERCHANDISING, 
creative SALES PROMOTION in the 
1949 manner. I can give you all of this 
—I have done it before, particularly 
in the food field. For $12,000 a year 
I'll prove to you in a few months that 
I am worth many times that much. 
Write Box 7430, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Ill. 


Shirt-Sleeve 
ART DIRECTOR -DESIGNER 
. . with fistful of cost-cutting, quality- 
boosting tricks that make clients beam 
and a.e.'s gleam with pleasure. $9,000 


per annum buys my 9 years of creative 
experience with scores of top accounts. 
27, family man. a agencies, ad- 
vertisers — write 
Box 7431, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


THE AMERICAN MEDICAL ASSOCIATION 


representing 140,000 


DOCTORS, 


Opportunity for Young, Experienced 
Public Relations Man 


A mid-western manufacturer, the largest in 
their field, has an opening in their advertising 
department for a young, experienced publicity 


The work will consist of preparing advertis- 
ing campaigns directed to employees as well as 
the general public, writing and editing radio 
scripts as well as preparing news releases on 
general company publicity. 


The man wanted must be able to develop his 
own ideas, write interesting and convincing 
copy and handle all of the details of production. 
He will work in the advertising department, 
but will have ample opportunity to discuss pub- 
lic relations problems with our executives. 


All applications will be kept strictly confi- 
dential, therefore write in as much detail as 


your background, ex- 


perience and salary expected. Be sure to in- 
clude a few samples of your work. 


Box 7432, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, IIl. 
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Available in a few weeks: 


$20,000-A-YEAR 
CREATIVE MAN WHO 
CAN SAVE YOU 
$10,000 A YEAR 


One of the South's best known creative 
men, equally at home on typewriter or 
drawing board; can turn out work it 
would take two $15,000-a-year men to 
duplicate. Now Creative VP of agency in 
-large southern city. Sound personal rea- 
sons make move to New York or Los An- 
geles desirable. Background includes 
years on metropolitan newspaper, as ad- 
vertising manager of large department 
store, as agency copy chief and art di- 
rector. 
Box 7434, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


CHANCE-OF-A-LIFETIME 


after a careful DIAGNOSIS, se- 
lected THE R. C. MAXWELL CO. to 
paint the celebrated piciure ‘THE 
DOCTOR", by Sir Luke Fildes, on 
large Painted Bulletins located on 
the main ARTERIES to Atlantic City 
and on the world famous Board- 
walk, the HEART of The World's 
Playground. 


With Stock Interest——For 3 Key Men 

No. 1—Advertising Mgr. 

No. 2—Circulation-Premotion Mgr. 

No. 3—Production Manager 
Each key opportunity includes a 5 to 10% 
basic stock interest in our top grade con- 
sumer magazine which has outstripped al! 
competition. Now arrived at rotary-press 
mass-production after spending hundreds 
of thousands to reach this pay-off goal, it 
seeks 3 young men (27-35 yrs.) with highly 
successful magazine, newspaper or agency 
EXPERIENCE, keen minds, drive and 
foresight who, to join in further expan- 


POSTER 
ADVERTISING 
ee 


‘PAINTED DISPLAYS | 
.* 


"SPECTACULAR 
ELECTRICS 


sion, will invest $5,000-$10,000 each, for a 
5 to 10% interest, as proof of their abilities 
and their will to obtain ample recognition 
of them through basic stock interest. Out- 
side of the New York-Chicago orbit. First 
letter must include full details of al! 
positions and schooling past 10 years, with 
year-and-month dates of each. Box 7429, 
ADVERTISING AGE, 100 E. Ohio St., 

Chicago 11, Il. 
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Plastic Dinnerware 
Campaign Launched 
by Cyanamid Co. 


New YorK—To develop and ex- 
pand a consumer market for Mel- 
mac plastic dinnerware, the plas- 
tics department of the American 
Cyanamid Co. has launched an ad- 
vertising and sales promotion cam- 
paign, which will break in na- 
tional magazines next month and 
run through December. 

Full-page, four-color ads _ will 
be run in Business Week, Farm 
Journal, House & Garden, News- 
week, New York Times Sunday 
Magazine and The Saturday Even- 
ing Post. Hazard Advertising Co. 
handles the account. 

To stimulate interest at the re- 
tail level, spreads in two colors 
defining the merchandising pro- 
gram are running in Crockery and 
Glass Journal and Department 
Store Economist. 

Throughout the consumer pro- 
gram, W. H. MacHale, advertising 
director of the plastics division, 
told AA, Cyanamid will cooperate 
extensively with all retail outlets 
sponsoring sales to consumers. 

The main features of the adver- 
tising and promotional campaign 
will stress that this is a new type 
of plastic dinnerware, unlike the 
“Tumpus and picnicware” known 


‘ROTC Journal’ Out Soon 


ROTC Journal, a national mili- 
tary news weekly, will make its 
first appearance Sept. 16. The ad- 
vertising rate for a page is $357. 
Offices are located at 6020 Peach- 
tree-Dunwoody Rd., N. E. Atlanta. 
Virgil S. Price is editor and pub- 
lisher of the new publication. 


Stren Co. Names Weightman 


Stren Co., Darby, Pa., manufac- 
turer of automotive parts, has ap- 
pointed Weightman, Inc., Philadel- 
phia, to handle its advertising. 


Plans Campaign on Salmon 


Anglo-British Columbia Pack- 
ing Co., Vancouver, through 
O’Brien Advertising Ltd., on Sept. 
1 will launch a new campaign on 
its canned salmon, using news- 
papers throughout Canada, trade 
publications and farm papers. 


Weil Textiles Names Lefton 

Weil Brothers Textiles, Inc., 
New York, producer of Wear Best 
Loma-Loom carpetings, has ap- 
pointed Al Paul Lefton Co. to 
handle its account. 


Ellsworth Forms Own 
Agency in Philadelphia 


Harry Morris Ellsworth, form- 
erly advertising manager of Penn- 
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stant Drying Corp., New York; 
General Copper & Brass Co., Phil- 
adelphia, and Toebe Leathercraft 
Co., Philadelphia. 


sylvania Salt Mfg. Co., and re- 
cently manager of industrial and 
technical advertising for the 
Charles Blum Advertising Corp., 
Philadelphia, has resigned from 
Blum to form his own agency. 
The new agency, Harry Morris 
Ellsworth Advertising, will be lo- 
cated at 1609 N. Seventh St. Ac- 
counts include the Chemical Mfg. 
& Distributing Co., Easton, Pa.; In- 


THE LETTER SHOP, ines! 


431 S. Dearborn St. Chicago 5.1 ino! 


is your point-of-purchase advertising 
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tising manager, R. H. Macy & Co., 
New York, copywriter. 


Tyson Agency Adds Two 

O. S. Tyson & Co., New York, 
has added John P. Aprea and Mel- 
vin W. Hubbard to its copy staff. 
Mr. Aprea was formerly advertis- 
ing and sales promotion manager 
of Central Paint & Varnish Co., 
and Mr. Hubbard was advertising 
manager of Casco Products Co. 
and copy chief of Bethlehem Steel 
Co. 


Account 
Executive 


with strong 
copy ability 


Pacific Northwest agency with 
leading sectional and national 

| clients has opening for experi- 
enced man between 35 and 40 
years. We want a man with at 

| least 5 years of experience in 
contacting and creative work 
on important national accounts. 
Must have organizing ability. 
Chance to participate directly 
in profits of agency. Salary 
open. Write yourself, confiden- 
tially or through a second 
party. 

Box 7428 

ADVERTISING AGE 

100 E. Ohio St. Chicago 11, Il. 


1. This richly printed RCA Mystik plaque blends with the finest store interior. 
2. Brilliant colors and die-cutting make this Bireley’s Mystik sign a stopper. 
3. Footprints of Mystik on the floor lead prospects to the Universal Range. 
4. Mystik pieces bound in book form are a convenience for sales people ~ 


as with these Mystik Chek-Tabs for Sinclair. 


FREE—Write for MYSTIK samples. Also idea book on cardboard displays of 
all kinds and complete range of services offered by an organization 
geared to handle your entire point-of-sale advertising job from 


creation to distribution. 45 years experience. 


CHICAGO SHOW PRINTING COMPANY 


self-adhesive back .. . 


ale 
“~~ 


GETS 


ysti 


iT UP! 


Here’s the answer to the problem of wasted displays. 
*MYSTIK is the famous, patented printing material with the 
can be printed or lithographed in 
colors, die-cut to all shapes. MysTIK gets your 
point-of-purchase message up because MYSTIK is easier to 
put up. Just press your Self-Stik MysTIkK sign in place. 

No tacks, no glue, no moistening. 


And mysTIK stays up longer. More displays up longer gives 


you more advertising for your money . . . cuts waste. 


2639 N. KILDARE « CHICAGO 39 © In New York: 1775 Broadway ® Offices in all other principal cities 
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No. 3371. A Report on Department 
Store Advertising in Philadel- 
phia Daily Newspapers. 

The Philadelphia Bulletin re- 
ports on department store linage 
for the first half of 1949 in this 
folder, which devotes a page to 
each one of Philadelphia’s seven 
larger merchants, with a final 
page for total advertising in the 
department store classification. 
Figures compare the Bulletin’s 
record with that of the second 
daily newspaper. 


No. 3372. A Study of 1,567 Trans- 
atlantic Air Passengers. 


Facts about the incomes, occu- 
pations, travel expenditures, 
length of trips and other details 
are reported in this study issued 
by Harper's Magazine. 


No. 3373. The Transportation In- 
dustry Market. 


Transportation Supply News has 
published this four-page folder 
containing an analysis of the pub- 
lication’s coverage by industry seg- 
ments; advertising effectiveness by 
major types of accounts; break- 
down of editorial content; evidence 
of readership and other data. 


No. 3374. Circulation Analysis. 

A map of its trade territory and 
a county circulation analysis are 
provided in this folder, issued by 
the Daily Journal, Rapid City, 
South Dakota. 


No. 3375. Survey of Dealers’ Sell- 
ing Practices. 

American Lumberman & Build- 
ing Products Merchandiser has 
published the results of a survey 
of dealers’ selling practices in the 


light construction industry. Along 
with answers to many questions on 
operating methods, the folder re- 
ports on per cent of retail sales 
spent for advertising; ways adver- 
tising budgets are worked out; 
advertising media used; use of 
manufacturers’ ad mats and other 
subjects. 


No. 3348. The Modesto Market. 


Stanislaus County, Cal., of which 
Modesto is the county seat, ranks 
9th in farm income in the U.S.; 
Modesto is 12th in retail sales 
among 257 cities between 25,000 
and 50,000 population, and 14th 
in food sales among cities of the 
same size. These figures and many 
others are reported in a folder of 
market and media data, issued by 
the Modesto Bee. 


No. 3360. Good Housekeeping 
Means Good Merchandising. 


Merchandising and point-of-sale 
display aids available to Good 
Housekeeping advertisers are de- 
scribed and illustrated in color in 
this brochure published by the 
magazine. Letterheads, postcards, 
reprints, easel displays, newspaper 
mats, Good Housekeeping guaranty 
seals and many other items are 
tabbed for quick reference, and 
an inside back-cover pocket carries 
a price list and order blanks. 


No. 3363. Cereal Survey. 


Farm Journal has published the 
findings of a survey of subscribers 
on use of cereals in the home, and 
cereal preferences. The _ report 
shows size of families, use of hot 
and cold cereals, seasons in which 
both types are eaten, and the 
brands used. 


Note: Inquiries for items listed above will not be serviced beyond Oct. 3 


USE COUPON TO OBTAIN 


| Readers Service Dept., ADVERTISING AGE 
100 E. Ohio St., Chicago 11, II. 


Please send me the following (insert number of each item wanted) 
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MAXWE L L 
SERVICE 
SALES DEPARTMENT 


POSTER 


A rete 
° 


PAINTED DISPLAYS 


“SPECTACULAR 
ELECTRICS 


DECISION-MAKING LEVEL’’ 
“A. A. REACHES MEN AT 


| Commenting on the fact that the samc 
classified copy developed about twice 
as many inquiries from ADVERTIS- 
ING AGE as from another publication 
this advertiser said: “Evidently the dif- 
|ference in the circulation of the two 
| publications is that ADVERTISING 
AGE reaches a preponderance of men 
at the decision-making levels.” Cor- 
tect! That’s why your classified copy 
placed in these columns will not only 
get more response, but get the kind of 
response you want—inquiries from ex- 
ecutives who can close the deal at 
once! 


ar card discounts on multiple 


HELP WANTED 


insertions and 


spoce over 5 inches apply on displey 


MISCELLANEOUS 


7: Me | Sc ceRRER $5200 
Building Industry 
George Williams Co. . Personnel 
209 S. State St. HA-7-2063 Chicago 


Account Ex. - Copywriter—This Advertis- 
ing Agency between New York and Chi- 
cago is small enough for you to advance 
as fast as ability justifies, if you are 
versatile enough to help plan advertising 
schedules, create ideas, write copy and 
contact clients. Familiarity with agri- 
cultural lines would be helpful but not 
essential; some experience necessary; 
need not have been in agency work. Must 
have ambition to work into part owner- 
ship; no investment needed. Give previous 
record, present salary and write me at 


—— 
x 2605, ADVERTISING AGE 
11 -s 47th St., New York 17, N. Y. 


FRED J. MASTERSON 
ADVERTISING AND PUBLISHING 
PERSONNEL 
Executives—Creative—Adv. Sales 
Resumes confidentially considered 
185 N. Wabash FR 2-0115, Chicago 


Advertising ; salesmen with car call on ad- 
vertising agencies, mfrs., etc., to cover 
Chicago area and middle western states: 
newest medium since motion pictures 
and television. Write c/o Bowling Supply 
Co., or phone DE-2-6734. (Chicago) 


Hartford, Connecticut, insurance company 
wants a young man with substantial ex- 
perience in printing production, who 
would be qualified to prepare specifica- 
tions for printers, order engravings, and 
follow through on proofs to obtain good 
interpretation of artists lay-outs. He 
should also be qualified to design good 
typographical plans and layouts for forms 
and for general work. The work is 
largely letter press but with some off- 
set. This man would act as co-ordinator 
between the Company’s printing plant 
and outside printe d th tario de- 
partments of the 
printing requiren 
growth is a quali 


Assistant Bu 
A trade associatio 
its members on a 
small buyers may 
ent buyer is a lad 
who will handle 
with the view of 
when qualified. 


ATTENTION PUBLICITY DIRECTORS! 
Wanted - suitable pictures for syndica- 
tion to newspapers. You pay low cost of 
distribution. Don't delay - write, wire, 
phone - today for complete information— 
no obligation. Special Correspondents, Inc. 


230 E. Ohio St., Chicago 11, DE-7-1065. 
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NOT BROKE — JUST BENT 
Has capital, offices, talent . . . but not enuff 
accounts, so established Los Angeles Agency 
with nat'l credit and recognition will consider 
ANY proposition. Merging; selling out; shar- 
ing profits with man-with-accounts; joining 
other agency or advertiser. Exec. top notch 
on copy, campaigns, merchandising, showman- 
ship; 15 advertising years. Got any sugges- 
tions? Box 7433, ADVERTISING AGE, 100 E. 
Ohio St., Chicago I}, Ill. 


man. 


scrip 


Opportunity for Young, Experienced 
Public Relations Man 


A mid-western manufacturer, the largest in 
their field, has an opening in their advertising 
department for a young, experienced publicity 


The work will consist of preparing advertis- 
ing campaigns directed to employees as well as 
the general public, writing and editing radio 
as well as preparing news releases on 


te 


eens ior ecw 
j ees i Sorted 


A 


cation, advertising 
ing salary desired. 
Box 2609, A 
100 E. Ohio § 


TUSINESS REPLY 


~~ POSITIO 


Ww 
available for top- 
zine anywhere in 
copy writing, cor 
advertising manage 

Webster Kus 

Milwau 

Not marked dow 
agency can hire 

plans, contacts, co 
current earnings. 

Box 2606, AD 

100 E. Ohio S 


GET MAXIML 
YOUR A 
Exceptionally ca 
ing for bigger of 
top agency experience. Seven years 
selling and sales promotion for lead- 
ing manufacturer. 
Box 2607, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


COPYWRITER - 4 years agency and retail 
experience. National; industrial, consum- 
er, radio. Good working knowledge lay- 
out and production. Refs. 26, married. 
Box 2608, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Copywriter - Agency and mail-order cata- 
log copy experience in farm and industrial 
equipment; all hard lines. Can take full 
charge of catalogs, manuals, etc. 
Joseph Hagans, 6146 Kenwood, Chicago 37. 


a ~ MISCELLANEOUS | 


SALE OF BUSINESS 

A sale of the business of Thos. Caughey 
Co., an outdoor advertising business lo- 
cated in Fort Dodge, Iowa, will be held 
in the court room of the court house of 
that city on August 29th, 1949 at 1:30 
o'clock P.M. The business includes 151 
poster panels, 265 painted bulletins, of- 
fice supplies and equipment, tools, mer- 
chandise, supplies, 5 used trucks, small 
tracts of real estate, and leases. 

Bidder should be prepared to deposit 
twenty per cent (20%) of the amount bid 
at the time of sale. For further informa- 
tion write Dwight G. Rider, Administra- 
tor, 207 State Bank Building, 

_Fort Dodge, Iowa 


John Andrews 1504 Dodge, Omaha, Nebr. 
FINE AGRICULTURAL ART 


Ae Se Hecseesry ied ta the 
mn -- POSTAGE wilt ae PAD BT = 


‘Ceertisiety Age» of , 
Age EAST ORTO SrareT 
CHICA 


100 E. Ohio St., 


IF YOUR SALES ARE NOT UP to 
what you think they should be—you 
probably need more and better RE- 
SEARCH, harder hitting ADVERTIS- 
ING, sure fire MERCHANDISING, 
creative SALES PROMOTION in the 
1949 manner. I can give you all of this 
—I have done it before, particularly 
in the food field. For $12,000 a year 
I'll prove to you in a few months that 
I am worth many times that much. 
Write Box 7430, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, II. 


Shirt-Sleeve 
ART DIRECTOR -DESIGNER 
. with fistful of cost-cutting, quality- 
boosting tricks that make clients beam 
and a.e.'s gleam with pleasure. $9,000 


per annum buys my 9 years of creative 
experience with scores of top accounts. 
27, family man. Chicago agencies, ad- 
vertisers — write Now! 
Box 7431, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, IIL. 


THE AMERICAN MEDICAL ASSOCIATION 


representing 140,000 


DOCTORS, 


after a careful DIAGNOSIS, se- 
lected THE R. C. MAXWELL CO. to 
paint the celebrated piciure ‘‘THE 
DOCTOR", by Sir Luke Fildes, on 
large Painted Bulletins located on 
the main ARTERIES to Atlantic City 
and on the world famous Board- 
walk, the HEART of The World's 
Playground. 


ow 
May We Serve You? 


Shs ese 


ape aD) ae 
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Per rte “= 


cle. it 


Chicago 11, Ill. 


Available in a few weeks: 


$20,000-A-YEAR 
CREATIVE MAN WHO 
CAN SAVE YOU 
$10,000 A YEAR 


One of the South's best known creative 
men, equally at home on typewriter or 
drawing boord; can turn out work it 
would take two $15,000-a-year men to 
duplicate. Now Creative VP of agency in 
- large southern city. Sound personal rea- 
sons make move to New York or Los An- 
geles desirable. Background includes 
years on metropolitan newspaper, as ad- 
vertising manager of large department 
store, as agency copy chief and art di- 
rector. 
Box 7434, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


CHANCE-OF-A-LIFETIME 

With Stock Interest——For 3 Key Men 

No. 1—Advertising Mgr. 

No. 2—Circulation-Premotion Mgr. 

No. 3—Production Manager 
Each key opportunity includes a 5 to 10% 
basic stock interest in our top grade con- 
sumer magazine which has outstripped al! 
competition. Now arrived at rotary-press 
mass-production after spending hundreds 
of thousands to reach this pay-off goal, it 
seeks 3 young men (27-35 yrs.) with highly 
successful magazine, newspaper or agency 
EXPERIENCE, keen minds, drive and 
foresight who, to join in further expan- 
sion, will invest $5,000-$10,000 each, for a 
5 to 10% interest, as proof of their abilities 
and their will to obtain ample recognition 
of them through basic stock interest. Out- 
side of the New York-Chicago orbit. First 
letter must include full details of all 
positions and schooling past 10 years, with 
year-and-month dates of each. Box 7429, 
ADVERTISING AGE, 100 E. Ohio St., 
Chicago 11, Ill. 
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Plastic Dinnerware 
Campaign Launched 
by Cyanamid Co. 


New YorK—To develop and ex- 
pand a consumer market for Mel- 
mac plastic dinnerware, the plas- 
tics department of the American 
Cyanamid Co. has launched an ad- 
vertising and sales promotion cam- 
paign, which will break in na- 
tional magazines next month and 
run through December. 

Full-page, four-color ads _ will 
be run in Business Week, Farm 
Journal, House & Garden, News- 
week, New York Times Sunday 
Magazine and The Saturday Even- 
ing Post. Hazard Advertising Co. 
handles the account. 

To stimulate interest at the re- 
tail level, spreads in two colors 
defining the merchandising pro- 
gram are running in Crockery and 
Glass Journal and Department 
Store Economist. 

Throughout the consumer pro- 
gram, W. H. MacHale, advertising 
director of the plastics division, 
told AA, Cyanamid will cooperate 
extensively with all retail outlets 
sponsoring sales to consumers. 

The main features of the adver- 
tising and promotional campaign 
will stress that this is a new type 
of plastic dinnerware, unlike the 
“rumpus and picnicware” known 
in the past. The Melmac plastic 
dinnerware is said to be widely 
accepted by restaurants, hotels and 
institutions. The product was or- 
iginally developed for use by the 
military services and after the war 
was redesigned. Tests have since 
been made of its performance, con- 
sumer acceptance and sales po- 
tentials. 


Whitehall Plans Test Drive; 
Its Agency Adds Three 


Test advertising is being planned 
for fall by Whitehall Pharmacal 
Co., division of American Home 
Products Corp., New York, on 
Hopper white clay pack. Lynn 
Baker, Inc., New York, is the 
agency. 

Three additions to Lynn Baker’s 
staff are: Sterling Warren, former- 
ly with McCann-Erickson, produc- 
tion and traffic director; John Ol- 
ney, formerly with Wm. Esty Co., 
copy director, and Edna May Fa- 
sano, formerly divisional adver- 
tising manager, R. H. Macy & Co., 
New York, copywriter. 


Tyson Agency Adds Two 

O. S. Tyson & Co., New York, 
has added John P. Aprea and Mel- 
vin W. Hubbard to its copy staff. 
Mr. Aprea was formerly advertis- 
ing and sales promotion manager 
of Central Paint & Varnish Co., 
and Mr. Hubbard was advertising 
manager of Casco Products Co. 
and copy chief of Bethlehem Steel 
Co. 


Account 
Executive 


with strong 
copy ability 


Pacific Northwest agency with 
leading sectional and national 
clients has opening for experi- 
enced man between 35 and 40 
years. We want a man with at 
least 5 years of experience in 
contacting and creative work 
on important national accounts. 
Must have organizing ability. 
| Chance to participate directly 
_ in profits of agency. Salary 
open. Write yourself, confiden- 
tially or through a second 
party. 


Box 7428 


ADVERTISING AGE 
| 100 E. Ohio St. Chicago 11, Ill. 


‘ROTC Journal’ Out Soon 


ROTC Journal, a national mili- 
tary news weekly, will make its 
first appearance Sept. 16. The ad- 
vertising rate for a page is $357. 
Offices are located at 6020 Peach- 
tree-Dunwoody Rd., N. E. Atlanta. 
Virgil S. Price is editor and pub- 
lisher of the new publication. 


Stren Co. Names Weightman 


Stren Co., Darby, Pa., manufac- 
turer of automotive parts, has ap- 
pointed Weightman, Inc., Philadel- 
phia, to handle its advertising. 


Plans Campaign on Salmon 


Anglo-British Columbia Pack- 
ing Co., Vancouver, through 
O’Brien Advertising Ltd., on Sept. 
1 will launch a new campaign on 
its canned salmon, using news- 
papers throughout Canada, trade 
publications and farm papers. 


Weil Textiles Names Lefton 

Weil Brothers Textiles, Inc., 
New York, producer of Wear Best 
Loma-Loom carpetings, has ap- 
pointed Al Paul Lefton Co. to 
handle its account. 


Ellsworth Forms Own 
Agency in Philadelphia 


Harry Morris Ellsworth, form- 
erly advertising manager of Penn- 
Sylvania Salt Mfg. Co., and re- 
cently manager of industrial and 
technical advertising for the 
Charles Blum Advertising Corp., 
Philadelphia, has resigned from 
Blum to form his own agency. 

The new agency, Harry Morris 
Elisworth Advertising, will be lo- 
cated at 1609 N. Seventh St. Ac- 
counts include the Chemical Mfg. 
& Distributing Co., Easton, Pa.; In- 


stant Drying Corp., New York; 
General Copper & Brass Co., Phil- 
adelphia, and Toebe Leathercraft 
Co., Philadelphia. 


THE LETTER SHOP, Inc. 


431 S. Dearborn St. Chicago 5. tino) 


your point-of-purchase advertising 


1. This richly printed RCA Mystik plaque blends with the finest store interior. 
2. Brilliant colors and die-cutting make this Bireley’s Mystik sign a stopper. 
3. Footprints of Mystik on the floor lead prospects to the Universal Range. 
4. Mystik pieces bound in book form are a convenience for sales people — 


as with these Mystik Chek-Tabs for Sinclair. 


FREE— Write for MYSTIK samples. Also idea book on cardboard displays of 
all kinds and complete range of services offered by an organization 
geared to handle your entire point-of-sale advertising job from 


creation to distribution. 45 years experience. 


CHICAGO SHOW PRINTING COMPANY 


self-adhesive back . . 


“Out tront 7 (or out in back?) 


sfe 
“ 


ysti 


GETS IT UP} 


Here’s the answer to the problem of wasted displays. 
*MYSTIK is the famous, patented printing material with the 
. can be printed or lithographed in 
colors, die-cut to all shapes. MysTIK gets your 
point-of-purchase message up because MYSTIK is easier to 
put up. Just press your Self-Stik MysTIxK sign in place. 

No tacks, no glue, no moistening. 


And mystTIK stays up longer. More displays up longer gives 
you more advertising for your money . . . cuts waste. 


2639 N. KILDARE + CHICAGO 39 © In New York: 1775 Broadway * Offices in all other principal cities 
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August Advertising Pages and Linage in National Magazines 


=————_ Paes ——__—_—_—_—— = ines_—_—____—_ ; 
Aug. Aug. = Aug. Jan.-Aug. “aug. Aug. Jan. -Aug. Jan.-Aug. GENERAL ; WOMEN S : OUTDOOR 
1949 =: 1948 1949 1948 1949 1948 1949 1948 = 1949 
General : -_ Syren ahese 
Ace Fiction Group ............ 18 4.9 30.4 45.4 394 1,092 6,711 10,118 = - ’ 4 
UY ee 9.0 13.4 88.5 88.6 3,780 5,628 37,142 37,198 * Pe " 104% 374 
American Home .............. 34.5 44.5 490.5 507.9 21,783 28,137 309,995 321,054 ae : ’ : f : 
American Legion .............. 14.3 1.6 120.4 127.1 6,018 4,959 50,471 53,481 iil | 
American Magazine ............ 31.5 40.6 318.9 397.7 13,204 17,112 133,894 167,108 | 103, 104,769 
American Mercury ............. 4.7 7.2 28.5 35.5 861 1,309 5,176 6,461 7 é 
A ST ee 9.7 5.8 88.5 50.2 4,175 2,502 37,713 20,289 
Atlantic Monthly ............. 88 132 1212 1338 3696 5,530 40,940 56,159 WEEKLIES CANADIAN 
Better Homes & Gardens ....... 77.6 82.1 1,016.2 1,008.9 49,059 51,897 642,197 637,622 1949 1949 1949 1949 
Christian Herald ............. 25.2 23.3 261.2 256.8 10,791 9,996 112,067 110,072 
ge 33 48 461 391 2233 3,288 31,381 26,591 | | AUG.E 25,790 AUG. 28,564 JULY Esse 1084, 1/7 AUG. Fy /9/, /7# 
scuba cud pce sce’ 9.0 7.0 89.0 57.0 1,638 1,274 16,198 10,374 
Cosmopolitan ................. 411 482 4289 4765 17,638 20657 184,043 204,455 | |YULYES /7, 3/6 JULY EJ 3/860 JUNE 1425, 943 JULY Ee 222,728 
Dell Men's Group ............. 11.7 12.0 133.9 1312 4,999 5,103 57,492 56,239 | | eas on =ée aes 
EE poss ecssnecces 31.6 52.2 308.0 439.7 13,268 21,924 130,428 184,687 || pug 33,3/4 aue.|_| 23 22/ JULY 4126, 650 AUG 223,308 
Eagle Magazine .............. 2.5 1.7 26.3 29.0 1,056 702 10,949 12,152 ‘ : , 
ona s wadeedsses 24.7 26.2 210.3 209.7 16,797 17,818 142,848 141,879 
ee aie ny 6.1 7.7 2,619 3,316 Pages jie aniniiiiam *...3 
Esquire (Nat'l) .............. 35.1 34.3 446.6 543.7 23,604 23,016 300,146 365,358 Aug. Aug. Jan.-Aug. Jan.-Aug. Aug. Aug. Jan.-Aug. Jan.-Aug. 
eee eee 18.7 15.0 148.7 139.7 12,895 10,331 102,281 96,022 1949 1948 1949 1948 1949 1948 1949 1948 
Porteme «.. ++. ec evarennces sis 65 86.8 7645 S85 43,292 S4,826 483,626 S6LAIE | outdoors ................... 138 135 1678 1688 5916 5,790 71,947 72,367 
Harper’s Magazine ............ 12.2 19.1 122.4 170.3 5,141 8,029 51,430 47,138 | coorts Afield 35.3 475 499.3 5410 15161 20381 214187 228063 
EE inca on <¢0 teenene 42.4 39.5 512.9 490.7 ee eee | Ge, Ge St Sree Poe oe onsen teces “ — - = —. ° . ’ 
House Beautiful .............. 56.9 68.6 746.5 813.5 35,954 43,384 471,766 514,215 0 EP ee ee 210.0 244.2 2,433.6 2,609.3 90,068 104,769 1,044,032 1,115,298 
House & Garden .............. 34.7 36.9 629.3. 676.7 21,914 23,299 397,697 427,734 
Improvement Era ............. 211 159 160.7 1417 9,086 6850 68976 61881 | Youth 
eR NRERPRSIS Eats 9.3 13.1 125.7 1518 3,995 5,637 48,232 65,159 | The American Girl ............ 10.1 21.7 81.8 1212 4,335 9,315 35,117 52,046 
Macfadden Men’s Grp. ......... 9.1 7.6 89.0 * 92.1 3,910 3,257 38,172 Of ge ery aa 8.1 14.5 112.8 1285 5,540 9,887 76,809 87,461 
Mechanix Illustrated .......... 54.2 61.6 564.6 573.2 12,145 13,793 126,446 128,381 | Calling All Girls .............. 36.8 32.5 1911 182.3 15,764 13,933 81,950 78,208 
Motor Boating ............... 55.7 73.6 694.9 839.5 32,732 43,279 408,047 493,543 | Child Life ................. 0.4 0.4 5.0 16.3 151 179 2,119 8,643 
National Geographic Magazine .. 30.5 27.0 306.5 299.9 7,270 63437 72,874 71,269 ME GD Sesasthescasces ~ 55.4 69.1 390.7 448.3 25,790 33,314 195,995 226,358 
Nation’s Business ............. 18.7 32.2 237.2 296.0 8,008 13,822 103,433 130,971 
*Nature Magazine ............. 2.2 2.4 16.8 19.2 924 1,016 7,365 8,252 | Comics Magazines 
Ger Werth .cccccccccccccccces 15.0 8.3 119.6 90.7 10,212 5,652 81,334 61,473 | *archie Comics ............... 6.5 5.0 2,457 1,890 
Popular Fiction Group ......... 10.4 91 = 100.5 65.9 2,337 2,045 22,502 14,784 | Famous Funnies .............. 4.5 6.0 39.0 34.0 1,742 2,322 15,094 13,158 
Popular Mechanics ............ 103.9 146.0 1,177.0 1,289.9 23,270 32,704 263,639 288,954 Fawcett Comics Group ......... 11.5 10.0 61.0 62.0 4,347 3.780 23,058 23,436 
Popular Science .............- 96.5 1268 1,049.1 1,133.0 21,606 28,396 234,979 253,794 | +*Harvey Comics Group ........ 8.0 10.0 40.5 44.5 3,024 3,780 15,309 16,821 
PVOMOMEES .ccccccccccccccces 15.7 26.2 187.9 235.1 6,766 11,224 80,566 100,845 | Ley Gleason Publications ........ 8.0 3.0 59.1 12.8 3,024 1,134 22,338 4,851 
he 16.3 27.0 166.5 223.5 6,980 11,600 71,391 95,893 | marvel Comics Group: 
BED co ccccesowesvensesess 6.1 5.8 711 85.8 2,614 2,499 30,494 36,725 (Total 3 Units) ............ 26.0 16.0 191.2 78.2 9,828 6,048 72,217 29,547 
EE wc cccawecewsndsscdupece 9.4 12.6 382.5 444.0 4,043 5,411 161,040 186,646 te 9.0 5.0 a4 wm 3,402 1,890 23,175 
Sunset .... 20-0. s ee eeeeeeees 51.0 58.5 522.6 604.5 21,414 24,568 229,596 253,773 SL 9.0 5.7 65.8 asm 3,402 2,142 24,852 ae 
‘ Thrilling Fiction Group ....... 8.9 10.3 110.7 119.8 1,991 2,312 24,799 26,802 ee oe 8.0 5.3 64.0 a 3,024 2,016 24,192 — 
Town & Country ............. 33.3 52.3 426.6 568.9 22,358 35,133 286,709 382,270 | National Comics Group: 
THUG eee e cere ee eeeeeeeerees 18.0 25.2 232.8 269.1 7,708 10,805 99,867 115,399 (Total 2 Units) ............ 1L5 15.5 122.5 132.5 4,347 5,759 46,404 50,284 
Varsity. 6... cece ee eee renee 6.8 8.6 2,933 3,704 ic céuebsrceets 6.0 7.5 66.7 72.3 2,268 2,735 25,226 27,325 
MD coc cbsentcncasccsnes 60.6 78.8 696.0 844.3 35,632 46,334 409,248 496,399 aaa Sais 5.5 8.0 55.7 60.5 2,079 3,024 21,178 22,869 
Rr reer 1,255.4 1,529.2 14,616.0 16,145.1 588,005 701,449 6,965,116 7,714,194 | +Polly Magazine .............. 12.1 9.0 40.3 39.4 4,918 3,644 16,354 15,943 
* ; ; 1 . = : . F : JJuly- ined. t*Star Comics Group .......... 4.7 oa 1,795 
Not included in totals. ‘Seven months; Feb.-Aug. “August-September issues combined. *July-August issues combined ie 10 30 265 34.5 378 1134 10,117 14,553 
Women §*Tex Granger oui dea tase sed 17 pI 700 846 
RE cbiiscdncvs'ewsses sss 90.0 94.0 7086 930.5 38,610 40,326 264,428 357,109 | 1*True Comics ............... a ee ge A 
Dell Modern Group: ID 6c cssenbse ener 74.6 62.5 530.6 393.4 28,584 23,821 205,582 151,772 
Modern Romances ........... 30.5 32.3 296.0 275.2 13,087 13,843 126,967 118,039 | *Not included in totals. tJuly-August linage. {Formerly Premium Group of Comics. §August-September linage. 
: Modern Screen ............. 36.9 33.8 300.0 285.3 15,830 14,516 128,709 122,424 
" Screen Stories .............. 35.0 32.5 273.7 264.2 15,029 13,943 117,419 113,355 | Weeklies, Bi-weeklies, Semi-Monthlies—July 
Family Circle (Nat'l): ......... 33.8 25.7 218.2 210.4 14,492 11,039 93,617 90,271 ia Pages Q — 
rr 48.9 39.4 334.6 326.7 20,992 16,895 143,534 140,207 July July Jan.-July Jan. “July July July Jan.-July  Jan.-duly 
Fawcett Women’s Group: 1949 1948 1949 1948 1949 1948 1949 1948 
Catton Pletwre 2... cc ccceees 32.9 37.2 266.2 291.0 14,119 15,951 114,180 124,870 | aAmerican Weekly ............. 57.1 45.3 467.0 487.1 57,066 45,334 466,921 487,201 
EN sive ob icc ire beds 00-0 31.6 37.0 262.2 288.2 13,577 15,871 112,537 123,611 | Business Week .............- 269.1 299.8 2,076.6 2,200.4 113,010 125,914 872,112 924,151 
True Confessions ........... 36.1 38.5 343.5 356.2 15,499 16,535 147,340 152,877 | Christian Advocate ............ 11.6 14.5 117.8 136.1 4,817 6,081 48,761 57,123 
eee eee 104.8 106.6 714.8 709.7 44,968 45,713 308,122 304,432 | Collier's ..............-.000s 123.3 140.6 982.1 1,269.1 83,865 95,627 667,932 862,934 
Good Housekeeping ........... 95.1 94.1 1,075.0 1,070.4 40,811 40,359 461,108 459,292 | Forbes .............c0eeceee: 16.1 24.0 180.4 224.6 6,906 10,292 79,327 96,359 
Harper’s Bazaar .............. 100.0 120.2 785.4 937.8 63,215 75,963 496,451 591,820 | eGrit ............cccceeeces 14.3 16.1 153.0 165.8 14,980 16,882 160,610 173,977 = 
Hillman Women’s Group: Re Pi a ooo 9d 1946 199.3 2,016.9 2,141.9 132,298 135,550 1,371,414 1,456,564 
ee 204 224 1674 206.6 8,758 9,630 71,809 ID | RRR SS 85.5 75.8 739.4 631.3 58,138 51,521 502,742 429,229 I 
Real Romance .............. 15.5 18.4 164.4 174.7 6,657 7,927 70,540 74,985 | cNewsweek .........2-0.-000: 153.7. 178.3 1,437.6 1,537.9 64,562 74,876 603,770 645,871 
Real Story ....csecseceess 15.5 18.4 164.4 174.7 6,657 7,927 70,540 74,985 | «New York Times Magazine. ..... 69.7 59.3 977.6 926.9 59,224 50,447 830,929 787,973 
*Screen Guide ............. 20.4 22.4 167.4 206.6 8,758 9,630 71,809 4 i eae 154.5 156.9 1,648.8 1,647.1 66,265 67,319 707,414 706,613 
' DG abhaecttsteccccdoer 14.7 16.2 142.9 166.5 10,314 11,382 100,325 eo UO eee ae 29.4 23.9 244.6 194.3 24,991 20,378 207,969 165,287 
Household .............0ee ees 30.1 33.8 326.2 312.1 12,902 14,502 139,846 133,840 | pathfinder .................. 25.9 29.7 301.7 269.8 11,099 12,762 129,377 115,791 
Ideal Women's Group: Saturday Evening Post ......... 268.8 287.8 2,448.3 2,509.8 182,766 195,702 1,664,848 1,706,633 
‘Intimate Romances ......... 20.2 28.8 229.6 136.0 8,680 12,359 98,497 58,386 | Saturday Review of Literature ... 29.1 28.2 300.1 279.4 12,469 12,088 131,889 119,868 
Movie Life ........0eeeeeees 22.9 34.8 221.0 225.3 9,832 14,949 94,880 96,711 | Sporting News ..............- 32.0 31.9 187.2 173.9 34,220 34,172 200,338 186,132 
Movie Stars Parade .......... 22.2 34.7 219.2 224.7 9,551 14,929 94,010 96,473 | oThis Week Magazine .......... 43.8 39.6 371.5 370.8 37,236 33,686 315,681 315,121 
Personal Romances .......... 23.7 32.9 275.0 265.5 10,151 14,144 117,948 113,954 | Time Magazine ..............- 205.0 2316 1,975.2 2,043.9 86,096 97,286 829,488 858,520 
Ladies’ Home Journal .......... 85.8 87.9 915.3 1,033.7 58,328 59,788 622,360 702,934 | oy. S. News & World Report .... 81.2 94.4 647.6 715.7 34,109 39,633 271,981 301,477 
Macfadden Women's Group: » ’ 
ih tiekien Ghee ..~. 217 27.1 226.1 258.2 9,300 11.637 96.965 110.796 Total Se .<.... tenenees 1,864.7 1,977.0 17,273.4 17,125.8 1,084,117 1,125,550 10,063,503 10,396,824 
pS 38.3 39.2 315.5 385.5 16,423 16,800 142,549 155,862 “Five issues 1949; four issues 1948. "Five issues both years. “Four issues both years. 
EE AS xin iced nes’ 23.5 28.2 263.4 3011 10,085 12,102 110,031 129,183 Cc di 
True Love Stories ........... 22.4 28.6 237.0 283.9 9,594 12,253 101,648 121,775 anaaian 
True Romances ............. 25.5 30.5 260.3 304.1 10,927 13,081 111,661 130,436 Canadian Home Journal ....... 32.2 31.1 317.6 340.1 21,907 21,135 216,000 231,245 
Mademoiselle ...............- 243.6 283.8 1,006.3 1,317.3 104,489 121,764 436,041 565,046 | Canadian Homes & Gardens ..... 27.1 32.2 347.8 369.1 18,210 21,646 233,858 248,068 
a a 515 65.0 573.8 674.0 34,992 44,181 390,154 458,303 | Chatelaine ..............---55 27.8 33.0 310.4 340.7 18,874 22,460 210,945 230,690 
Rare 45.3 63.4 485.5 566.1 19,434 27,188 212,469 242,843 Maclean's eee 40.6 47.0 460.6 517.1 27,637 31,937 313,273 351,292 
Parents’ (N. Y. Metro. Ed.) .... 50.9 69.2 547.5 622.9 21,846 29,685 224,873 267,212 | SMayfair ........-..-+2e-eees 39.5 66.5 399.8 510.2 26,532 44,720 268,786 332,888 
i 2*Screenland Unit ..........-- 21.1 annie 151.9 9,058 65,158 National Home Monthly ........ 19.8 21.0 226.6 211.3 13,517 14,339 154,387 143,921 
ss, te a 15.9 14.1 168.6 172.0 6,831 6,028 71,992 SE 1 Te GOED ches acccsovcccass 13.7 22.2 145.2 184.1 5,863 9,542 62,225 78,977 
is ie Sih s wc neades ke 183.5 180.6 847.4 790.6 124,798 122,797 576,266 537,639 | Revue Moderne, .............. 18.5 22.6 209.6 229.7 12,589 15,342 142,519 156,092 
Today's Woman .............. 23.7 21.0 234.7 197.3 10,172 9,025 100,721 84,733 | Reader's Digest: 
OS ee 49.0 61.1 462.0 5215 21,007 26,219 197,755 223,243 English edition ............- 38.5 15.0 303.5 142.0 7,007 2,730 55,229 25,844 
Vogue (2 issues) ............. 160.4 199.6 1,164.4 1,383.7 101,365 126,119 735,899 874,444 French edition .............. 36.5 16.0 308.0 136.0 6,643 2,912 55,956 24,652 
Woman’ Day (Nat'l) .......... 34.3 45.3 362.9 386.2 14,705 19,444 155.652 165,730 | *Revue Populaire .............. 19.7 24.6 254.3 269.3 13,767 17,246 177,879 188,474 
es es 37.8 47.2 385.1 407.6 16,230 20,252 165,156 174,892 | SSamedi, Le ..............+4. 26.6 27.6 250.6 240.9 18,628 19,299 175,425 168,632 
Woman's Home Companion ...... 50.3 61.5 568.1 581.1 34,182 41,802 386,307 395,043 NR on cr nanse eet 340.5 358.8 3,534.0 3,490.5 191,174 223,308 2,066,482 2,180,775 
PRE cose cnsceccvees 1,922.0 2,180.0 15,6281 17,109.5 974,560 1,103,814 7,842,076 8,579,439 | SJuly linage. 
? “Het lactated te tetats. sirst tess April 2068, “Geld Sepmretely 1958 **Canadian National Weekend Newspapers (Rotogravure Linage) 
: Outdoor Ce, Coen as tte baseent 28.5 24.3 245.4 45.0 8,583 24,318 245,532 245,142 
American Rifleman ........... 47.0 44.5 392.2 - 390.9 20,145 19,071 168,286 167,692 | Ee RIESE soe oeeeeneee eee 7 =. a 258, ; 3a | —— o- oo 
B . ¢ ) ae 43.7 60.2 544.8 595.1 18,744 25,841 233,697 255,305 Star Weeki Reecurs nee veep 35.7 45.4 360.5 377.5 33.945 43.137 342.522 358.654 
m Fur-Fidh-Game .........c0e00. 16.6 17.1 168.1 192.6 7,109 7,353 72,121 82,610 emrerey oeeeyoseats napa ee : = ial : : : 
Hunting & Fishing ............ 16.0 19.0 198.1 229.2 6,863 8,132 85,063 98,303 OS ee eee 122.3 138.5 .1,148.8 1,190.8 120,762 136,296 1,131,188 1,172,295 
a ME 6 rans 5s a eeine 37.6 42.4 463.3 491.7 16,130 18,201 198,731 210,958 | **July linage. Cumulative totals are for January-July. {Five issues 1949; four issues 1948. 
| Advertising P Li in Farm Publicati 
- 
August Advertising Pages and Linage in Farm Publications 
Current Month Com- Current Month Com- 
mercial Display, ex- mercial Display, ex- 
Total Advertising, In Pages—, -—tTotal Advertising, In Lines——., cluding Poultry, --Total Advertising, In Pages— c— Total Advertising, In Lines———, cluding Poultry, 
Jan- Jan- Jan- Jan- Classified and Live- - Jan- Jan- Jan- Jan- Classified and Live- 
Aug. Aug. Aug. Aug. Aug. Aug. Aug. Aug. stock, In Lines Aug. Aug. Aug. Aug. Aug. Aug. Aug. _ Aug. stock, In Lines 
1949 1948 1949 1948 1949 1948 1949 1948 1949 1948 1949 1948 1949 1948 1949 ©1948 1949 1948 1949 1948 
Farm Magazines Successful Farming .... 67.0 78.2 730.9 743.4 30,132 35,199 328,869 334,546 29,538 344% 
Capper’s Farmer ...... 2.6 45.2 399.6 423.2 22,183 30,757 271,732 287,741 21,527 30,037 Total Group ......... 455.4 568.2 5,706.9 5,808.2 288,266 366,321 3,664,311 3,730,560 274,630 354,27( 
Country Gentleman .... 57.9 78.3 8019 778.4 39,355 53,207 545,289 529,281 38,557 52,333 * Not included in totals. 
Farm Journal ......... 65.6 63.3 741.2 752.7 28,158 27,193 317,869 322,950 27,115 26,317 Monthit 
2 Progressive Farmer: on 1es 
F j . . ; 1,3 419,705 28,4 ! 
celia Edition | 434 Ses S581 S032 31998 39.916 406'206 410,081 29.738 38.326 American Fruit Grower - 10.8 139 249.1 2839 4,636 5,928 106,251 121,195 4,506 5,65 
Ky.-Tenn.-W. Va. “American Poultry Journal: 
Eastern Edition ...... 22.6 25.6 302.9 3088 9,689 10,973 129,986 132,472 8,004 8,75 
7 sEtition mao 413 53.2 540.6 543.8 30,036 38,740 393,483 396,008 28,372 37,208 central Eaton seen 201 217 232 : 263. 5 26 2327 1g 300 13.4 1393 7 
: ; 1 795 388,638 390,848 27,273 37,179 estern Edition ...... Y f , , Y ; A . 
‘ Texas tition acura 42.0 378 370.3 s8a6 50/567 42097 415,216 427,059 28,751 40,460 *In all 3 Editions .... 18.7 205 199.7 2140 8015 8789 85,609 91,839 7,049 7,13 
*In all 5 Editions .. 36.6 47.7 480.8 477.9 26,648 34,759 349,999 347,306 25,068 so7a8 py Farmer ....... 6.7 7.6 76.4 86.8 5,067 5,775 57,848 65,731 4,637 5,442 
*Aver. dition . 9 561.4 30,284 39,928 400,984 779 28, a etter Farming - 
Southern heriecentet ots 243 33.0 379.4 303.2 17,019 20,327 195,610 212,371 15,304 19,380 ae 17.0 17.4 246.0 225.5 ~ 7,304 7,473 105,545 96,757 7,304 7,473 
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22, 1949 


231,245 
248,068 
230,690 
351,292 
332,888 
143,921 

78,977 
156,092 


25,844 
24,652 
188,474 
168,632 


180,775 


245,142 
260,039 
308,460 
358,654 


172,295 


Advertising Age, August 22, 1949 


Current Month Com- 
mercial Display, ex- 


MAGAZINES 


MONTHLIES 


SEMI-MONTHLIES 


--Total Advertising, In Pages— -——Total Advertising, In Lines———, cluding Poultry, | 
‘ R = _ ‘ P Fg dJan- Classified and Live- | & 1949 1949 
ug. ug. ug. ug. ug. ug. ug. Aug. stock, In Lines | sea 
1949 1948 1949 1948 1949 1948 1949 1948 1949 1948 U6. 286,266 SULY Deed £97, 450 
*Better Fruit .......... 1.0 114 —— — 4630 4,809 4.630 4,809 | 8 y FE pd 6/S, / 
Breeder's Gazette... 20.8 16.2 1580 1689 9,355 7,350 71,128 76,120 5.558 5.348 |— x IOP, 863 Las 
California Citograph 22.0 25.9 208.0 214.3 14,798 17,388 139,608 ° 143,906 14,588 17,244 | TREND 8 10408 
Cattleman, The ........ 88.4 77.1 7016 687.4 37,163 32389 294.806 288.773 18277 16870 [7 56, 32/ 
Peete’: 2 os oe BS ie see mre fe ia ) 
arm an Ss aes ' . : f . ’ 95, 386 8,090 
Farmer-Stockman ....... 17.9 25.7 246.4 250.9 14646 19.547 186.545 189.88 14146 18942 BI-WEEKLIES WEEKLIES CANADIAN 
Florida Cattleman 32.9 29.2 128.7 1332 13,804 12.269 54.071 53180 9478 7.714 
Florida Grower eae 85 113 1283 1463 5812 7.709 87.043 99,467 5.302 7'147 1949 1949 1949 
0 iS —_—— _——_—_—_- ~—— Pr 
Kentucky Farmer ...... 14.5 18.3 152.0 1632 11,396 14,350 119, 19.171 127,929 9.115 13.036 JULY 7§,085 JULY BU] 50, 657 JULY JULY [5 277, 85/ 
Michigan Farm News .... I ¥ . . y ‘ ‘ ‘ 
National Live Stock June EDD 68.426 uune [50] 63,235 JUNE Bnd 426,089 
screens: SF OM St MS RE AE Sl RI “tet aR 
“Nation's Agriculture .. .. 5 y ‘ ; , ’ . ’ - : 1948 1948 1948 1948 
lew derey” iott [ee 75/ Pie] mez 85/ JULY JF 267 309 
Farm and Garden .... 29.7 32.7 334.0 3181 13,356 14,722 150,310 143,296 9,540 12,601 
Ohio Farm Bureau News . 11.5 13.0 — 5,173 6,006 5,023 5,756 
“Pacific Poultryman .... 29.3 20.2 248.7 215.7 12567 8.650 106,729 92,532 8643 5,862 ee 
Poultry Tribune: . mercial Display, ex- 
Eastern Edition ...... 28.4 29.3 362.8 363.7 12,198 12,573 155,618 156,045 10,350 10,135 Rated Adeatites, bo Penn —Total Advertising, In Lines—. cladine Peattes. 
Central Edition ...... 24.4 262 3115 320.7 10.461 11.239 136.846 137.562 91058 91241 ieneetenaeen: “she “Qi con,’ Gn ee 
Western Edition ’ 236 24.4 2705 273.4 10,144 10,459 116,082 117202 8944 8619 poe ee ~~~ ee July | ~ he yy 
*In all 3 Editions .... 22.6 23.5 248.0 248.8 9,700 10,081 106,405 106,769 8,521 8,241 1949 948 1949 1948 1949 948 1949 1948 1949 1948 
Southern Farmer ...... 62 75 (663 90.3 6826 8200 73,018 77,638 5,826 7,841 | Washington Farmer 30.0 31.4 3213 305.3 22,660 23,742 242,846 230,899 20,826 22,252 
Southern Planter ...... 14.7 18.3 2056 2345 10,316 12,783 143,912 164,126 9,753 12,002 Western Farm Life 23.5 23.8 254.3 240.9 18,393 18647 199.314 188.959 16.783 17107 
Le ay a 42.6 45.7 330.0 347.3 17,892 19,194 138,663 146,015 9,212 9,184 4*Herdsmen Edition ial 119 27 192.2 200.5 991300 2 188 150,601 157. 246 on238 a $96 
estern Li A ve : ' 
yleettal weve e cece. 109.1 106.3 761.3 772.3 45,850 44,649 319,914 323,996 13,321 12,498 ae” 667.6 695.8 7,396.8 7,062.3 997.450. $21,091 $559,212 5,238,511 | 441,597 | 467,029 
Stockman-Farmer 15.7 124 70.5 55.4 14,042 11,128 63,098 49,708 11,786 9,492 * Not included in totals. {Smaller page size 1949. tTwo issues 1949; 3 issues 1948. §Two issues 9; one issue , 
Total Group ......... 675.4 710.9 6,546.3 6,723.7 336,438 357,179 3,297,963 3,374,055 242,930 268,521 «Werdsmen Edition only, This edition also carries all Tinage earied in Western Farm Life 
* Not included in totals. *July-August issues combined. "Cumulative totals are for May-August period. ‘July linage. Bi-Weeklies—-July 
Cumulative totals exclude May. ®Arizona Farmer ...... 453 519 —— —— 34,340 39,294 32,184 36,341 
California Farmer: 
Newspaper Monthly Farm Sections Northern Edition 48.1 50.9 376.4 398.7 36,331 38,499 286,449 301,475 32,551 33,922 
lowa Farm & Southern Edition 44.9 49.4 356.8 383. 3,899 37,389 269.656 289.839 30.119 32.812 
Home Register ...... 35.6 36.2 189.8 166.0 38,025 38,562 196,192 177,093 34,119 38,562 | Dairyman’s League News. 6.7 6.7 641 614 4855 4863 46629 44675 4113 4,095 
Rural Gravure ........ 39 33 31 27.9 _ 3,850 3,298 36,460 27,917 3,850 3,298 Total Group ........ 99.7 107.0 797.3 843.3 75,085 80,751 602,734 635,989 66,783 70,829 
Total Group ........ 30.5 395 2259 193.9 41,875 41,860 232,652 205,010 37,969 41,860 * Not included in totals. 
Weeklies—July 
Current Month Com- | iCapper's Weekly ...... 5.6 5.7 584 62.5 12,447 12,681 130,736 139,879 8410 9,616 
a mercial Display, ex- | Weekly Kansas City Star. 15.5 15.1 2148 158.6 38,204 37,170 435,546 390,797 29,264 26,915 
Total Advertising, In Pages, | _————Total Advertising, In Lines——— cluding Poultry, Total Group ........ 211 20.8 2732 2211 50,651 49,851 566,282 530,676 37,674 36,531 
Jan- Jan- Jan- Jan- Classified and Live- JFive issues both years. 
July July July July July July July July stock, In Lines 
1949 1948 1949 1948 1949 1948 1949 1948 «= 19491948 | Daijlies—July 
Semi-Monthly—July Chicago Daily Drovers 
: y ; 4,940 27,4 
American Agriculturist 17.1 194 199.7 2116 12,433 14,098 145,401 153,992 10,907 12,361 ——t. * CORPPEEEE 46.1 446 190.3 1813 98,169 94,955 405,063 385,615 2 30 
ee ee S216 (21,478 awe |)  o-03 55.0 50.9 226.2 224.9 116,995 108,419 482,270 478,571 37,899 35,726 
oloraco Ka r , 
+ ROS ae 105 10.0 121 1332 F008 1100 18 46 1 a2 1 SOs 1 bo a ~~ — 54.2 50.7 221.1 235.6 115,379 107,984 470,266 501,342 39,153 39,964 
Cooperative Digest ...... . . ‘ : t 5 . A , ' eee eeesees 4 Lb : ‘ ‘ y 
non ly ye 63 097 A7RS Ge IS ieaes Sadan Soste G7'403 Se'bee | Stockh Reporter... 45.3 44.2 145.8 1528 96,356 94,074 310,284 325,144 31,754 31,105 
Hoard’: Wiehe 272 31.1 281.0 306.0 19,824 22,612 207,728 215,457 15,145 17,686 Total Group ........ 300.6 190.4 783.4 794.6 426,899 405,432 1,667,883 1,690,672 133,746 134,225 
Idaho Farmer ........ 314 305 330.4 311.7 23.761 23,058 249,896 235,533 21,927 21,568 ; 
Indiana Farmer's Guide . 16.6 18.3 179.0 198.1 12,998 14,339 140,395 155,333 as’ane ae Canadian 
Kansas Farmer ........ 25.9 28.8 2816 273.8 19,705 23,423 214,057 210,990 inary iy'a08 **Canadian Countryman . 23.8 22.4 287.1 265.5 16,671 15,687 201,019 5,660 13.284 12,757 
Michigan Farmer ...... 24.1 26.5 321.9 297.9 18,543 20,377 287.299 = 228,809 15277-17622 | Country Guide, The .... 23.7 27.3 315.8 326.1 17,087 19,689 227,410 234,767 17,087 19,689 
+Missouri Farmer ...... 5.4 6.1 46.0 53.2 4,078 4,641 34,921 : yt} 9380 11° sa8 t**Family Herald & Weekly Star: 
Missouri Ruralist ...... 17.7. 191 206.8 216.3 13,513 15,087 159,579 ss oni  2a290 Eastern Edition ...... 54.6 52.9 617.2 537.0 54,580 52,878 617,228 536,976 38,525 39,147 
Montana Farmer ...... 412 415 319 S12 21172 31190 ee asses S707 | S0aso Western Edition ...... 48.9 47.1 536.9 460.1 48.943 47,079 537.046 460,100 38,238 37,574 
Nebraska Farmer ...... 46.1 44.5 492.0 485.5 34,818 33,619 371 .6e te oO, ilar | Farm & Ranch Review... 134 138 181.3 166.2 9,652 9,932 130,572 119,647 9,172 9,342 
New England Homestead 19.8 24.4 258.3 271.7 13,851 17,042 gaat seeeiD 0 23'04h | 19°54 **Farmer’s Advocate & 
Ohio Farmer ......... 30.8 283 349.7 320.1 23,626 21,153 20B et eyo? 22945-22995 | _ Home Magazine ..... 26.5 26.2 303.9 282.4 18,537 18,315 212,693 197,816 15,503 14,823 
Oregon Farmer ........ aa0 =. (ee — 2 ge 246,416 15134 13748 | Farmer's Magazine ...... 20.0 24.5 229.8 263.2 13,975 17,166 167.874 184,673 12,706 16,647 
Oregon Grange Bulletin .. : — —_ ’ ' ’ J **Free Press 
Pennsylvania Farmer... 20.9 20.7 302.7 285.6 16,072 15,938 229,558 oe STak Sa'aan | ..Orairie Farmer ...... 83.6 85.7 8215 777.3 94,067 96,360 924,359 874,304 47,610 39,457 
tPrairie Farmer ....... 44.6 58.0 466.1 4588 32,459 42,204 339,354 183'021 16491 15'922 | t**Western Producer 42.1 53.3 402.5 401.0 45,053 56,990 432.458 429,190 20,539 17,029 
ae OF 2 a ae a — Total Group ........ "336.6 353.2 3,696.0 3,478.8 318,565 334,096 3,450,659 3,223,133 212,664 206,465 
po 
——— +F ts 37.7 38.3 490.5 438.4 29,575 30,071 384,744 347,456 28,085 28,037 **July linage. tFour issues 1949; five issues 1948. 
oes ; : merce; Belmar Hotel; Georgian 
IPI Essay Contest Announced |tificate of honor designs. The| Bonus Prize Illegal, Gorchov Forms Own Agency Hotel; Continental Hotel; and St. 


International Printing Ink has 
announced the 14th annual IPI 
essay contest in cooperation with 
the National Graphic Arts Educa- 
tion Association. The subject will 
be “Color Printing as an Economic 
Force.” The first prizé will be 
$500, and 33 other cash awards, 
silver cup, and other prizes 
will be awarded for the best 
printed essays. A new feature will 
be $500 in prizes for the best cer- 


deadline date for written essays 
is Jan. 14, 1950, and for printed 
essays Feb. 14, 1950. 


Engraving Firm Names Lee 

Bertram Z. Lee, 22, has been 
named executive vice-president in 
charge of sales and production of 
Northwestern Photo Engraving Co., 
Chicago, founded by his father, 
Irving Z. Lee, president. 


207 N. MICHIGAN AVE., 


CHICAGO 1 + 


FRANKLIN 2-5854 


Lollins 
Mier and 


Mar chings 


INCORPORATED 


Post Office Advises 
in Reply to NBBB 


NEw YorK~—The Post Office De- 
partment, in response to a request 
by the National Better Business 
Bureau, has ruled that the offer of 
a “bonus” prize in an advertised 
contest can make the entire pro- 
motional scheme objectionable. 

Allan Backman, editor of the bu- 
reau’s guide, “Do’s and Don’ts in 
Advertising Copy,” said the NBBB 
asked for the ruling, under the 
federal lottery laws, on a case 
where the advertiser recently pro- 
posed not only to offer prizes to all 
participants but an additional “‘bo- 
nus” prize to those who were pre- 
sent at the drawing. 

In effect, the ruling by the Posi 
Office Department’s solicitor is 
that if a participant is required 
to contribute time other than for 
registering, if he must be present 
at the contest drawing or mus 
witness a demonstration, these 
“considerations” take on the aspect 
of lottery. 

In the case cited by the bureau, 
the Post Office ruled that where 
the participant wasn’t required to 
be present, but where an addi- 
tional or “bonus” prize was of- 


fered to the winner if actually 
present at the drawing, the mere | 
offering of such a bonus would be | 
regarded as making the entire | 
scheme objectionable. 


DuPont Photo Ads to BBDO | 


E. I. DuPont de Nemours & Co., | 
Wilmington, Del., has named Bat- 
ten, Barton, Durstine & Osborn, 
New York, to handle its photo- 
graphic paper, film and chemical 
advertising. The agency for some | 
time has handled other DuPont , 
photographic and radiographic 
product promotion. 


Sidney B. Gorchov, manager of 
the Florida office of S. S. Cantor 
Advertising Agency, has formed 
Sidney B. Gorchov Advertising 
Agency at 350 Lincoln Rd., Miami 
Beach, Fla., which until now 
were the offices of the Cantor 
agency. The Gorchov agency will 
handle the following accounts: 
Versailles Hotel; Land O’ Sun 
Dairies; Reddi-Wip Co. of Florida; 
Miami Beach Chamber of Com- 


Moritz Hotel. 


Westinghouse Boosts Howell 


W. J. Howell, assistant to the 
district manager of the Pacific 
Coast district with headquarters 
in San Francisco, has been named 
assistant to Tomlinson Fort, man- 
ager of the apparatus sales for 
Westinghouse Electric Corp., Pitts- 
burgh. 


if is in 


the customers hands! | 


Topay’s big question in shipping is not 
arrival but safe arrival of your products. 
That’s why more people depend on Mason 
MailMaster —the only mailing box with 
the extra margin of safety built right in.* 


*Containers Laborofories, Inc. 
—an Independent testing or- 
ganization—reports: ’’Mason 
MailMasters are 2.9 times 
stronger than the average of 
the three other leading mail- 
ing boxes tested .. . Mason 
MailMasters are 1.8 the 
strength of next box tested.” 
Write for free samples and 
prices. 


Vag OW BOX COMPANY 


ATTLEBORO FALLS, MASS. — Phone No. Attleboro 37 
NEW YORK, N. Y.— Phone Algonquin 4-0466 
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Fairbanks Claims 
New TV Film Method 
Is Vastly Superior 


HoLtywooo—A “revolutionary” 
new method of movie filming, per- 
mitting television film producers 
to compete with kinescope record- 
ings, has been announced here 


hf 


The 
best man 


in every 
dozen 


by Jerry Fairbanks Productions. 

The Fairbanks system, which 
represents a radical departure 
from previous filming methods, is 
said to make possible continuous 
shooting, including cuts from one 
camera to another. The director 
can see what is being shot on a 
remote control monitor; camera 
men are equipped with ear phones; 
16 mm. Mitchell cameras with 
new 1,200’ magazines and other 
new pieces of equipment are used. 

Mr. Fairbanks has declined to 
release details of his new produc- 
tion system and staging technique 
until his patent applications have 
been recorded, but he is making 
the system available to all TV 
clients. 


a The producer claims that prints 
produced under the method pro- 
vide far superior sound, lighting 
and picture clarity than the best 
TV films previously made. He es- 
timates that use of the method 
will add only $1,000 to the price 
of a $6-7,000 program. In instances 
where a program series can be 
filmed on a mass production basis, 
he thinks the cost per unit may fall 
below the price of a live produc- 
tion. 

Fairbanks also points out that 
the new technique makes it pos- 
sible for a movie star to do an en- 


tire series of shows in a _ short] Penne 


period of time. Many stars have 
avoided making TV films because 
they have been tied to weekly 
schedules. 


Hickok Promotes Johnson 


F. Dean Johnson has been 
named product sales manager for 
jewelry by the Hickok Mfg. Co., 
Rochester, N. Y., to succeed James 
T. Rawlings, resigned. Mr. John- 
son will continue as product sales 
manager for suspenders and gar- 
ters. He has been with the Hickok 
organization 22 years. 
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ee a ne cat -STIK WAY! 
__ This self-sticking, moistureless adhesive can ya applied 


_KLEEN-STIK PRODUCTS, taal 


2611 S. Indiana Ave. 


JULY SALES OF CHAIN STORES 


t July- ~ % Gain -———7 months————., % Gain 
1949 1948 or Loss 1949 1948 or Loss 

Food Chains 
Ey Hist ca sn caoe $ rity $ 11,122,461 +10.6 $ 89,183,410 $ 79,504,588 +12.2 
OO] ee 60,536,117 61,433,477 — 1.0 499,528 436,203,602 + 1.0 
National Tea ...... 20,260,790 20,050,579 + 1.0 145,474,505 143,947,102 + 1.1 
a 82,992,378 89,950,095 — 7.7 601,825,593 643,650,374 — 6.5 

Group Total ..... $176,095,000 $182,556,612 — 3.5 $1,277,983,036 $1,303,305,666 — 2.0 
Mail Order 
tSears, Roebuck ... .$163, ny 948 $186,792,996 —12.7 $1,041,829,665 $1,122,085,543 — 7.2 
DT asedeiaseee 6,749,395 8,524,354 —20.8 62,214,096 68,238,556 — 8.8 
tMontgomery Ward . 77, bs. 376 97,832,706 —21.3 526,623,193 605,866,092 —13.1 

Group Total ..... $246,875,719 $293,150,056 —15.8 $1,630,666,954 $1,796,190,191 — 9.2 
Drug Chains 
tte ft o.cee eat $ 3,960,937 $ 3,909,159 + 13 $ 26,573,061 §$ yey] + 2.7 
“eee ebaen 13,696,190 14,192,009 — 3.5 91,619,056 91,896,309 — 0.3 

Group Total ....§ 17,657,127 $ 18,101,168 — 2.5 $ 118,192,117 $ 117,777,193 + 0.4 
Variety and Miscellaneous 
tAngerman Co. .... 1,999 748,848 —10.3 4,294,118 ,290,222 + 0.1 
Beck, A. S. Shoe... 2,018,463 2,364,616 —14.6 22,604,556 23,870,824 — 5.3 
Bond Stores ....... $ 3,764,078 $ 4,281,613 —12.1 $ 45,538,283 $ 42,698,254 + 6.7 
Butler Bros. ...... 9,890,675 13,582,745 —27.2 66,908,175 85,936,238 —22.1 
Colonial Stores, Inc. 11,719,357 12,288,418 — 4.6 94,834,606 95,378,047 — 0.6 
Consolidated Retail 

TE bs owe ae 1,619,329 2,049,049 —20.9 17,539,607 18,256,706 — 3.9 
Fishman, M. H. .... 876,086 772,598 +13.4 4,833,732 4,378,742 +10.4 
Gamble-Skogmo .... 10,966,000 13,706,000 —20.0 70,829,000 85,044,000 —16.7 
i & & 15,686,225 16,542,103 — 5.2 115,342,312 115,241,598 + 0.1 
tGreen, H. L. ..... 7,299,201 7,987,979 — 8.6 43,980,839 ,268,558 — 0.7 
tIinterstate Dept. 

a. See 4,563,248 5,055,610 — 9.7 28,599,072 30,867,297 — 7.3 
Kinney, G. R. ..... 194, 2,381, — 7.8 17,530,000 7,050,000 + 2.8 
Kresge, $. %& ..... 20,724,769 21,422,918 — 3.3 145, —_ 031 144,816,646 + 0.8 
© aes 11,605,214 12,927,770 —10.2 83,580,348 $2,679,609 + 1.1 
Lane Bryant, Inc. .. 2,797,165 3,437,061 —18.6 29,377,402 30,642,139 — 4.1 

ee 6,884,567 7,383,780 — 6.7 49,187,294 49,292,083 — 0.2 
tMcLellan Stores .. 4,055,901 4,218,137 — 3.8 23,607,883 24,103,718 — 2.0 
foam _ Corp. . 4,831,560 6,051,155 —20.2 39,503,073 41,839,982 — 5.6 

ercanti 

nn Th asics 7,142,500 8,304,600 —14.0 51,570,900 54,429,300 — 5.3 
*Miller-Wohl Co. .. 2,049,024 2,464,173 —16.8 33,424,675 042,388 +19.2 
Murphy, G. C. ..... 0,361,130 10,779,894 — 3.9 72,855,707 68,343,021 + 6.6 
on bay ae ee 3,984,350 4,247,907 — 6.2 28,778.803 27,874,507 + 3.2 

came ms 829,550 65,938,874 — 7.7 437,295,758 428,709,679 + 2.0 
Rose’ rs. M0 25 ocoe)|=6— 1,280,066 — 1.7 7,928,483 7,859,588 + 0.9 
Shoe Corp. 

of America ..... 3,086,042 3,289,154 — 6.2 19,039,098 18,640,571 + 2.1 
Western Auto ..... 11,215,000 12,405,000 — 9.6 63,990,000 67,704,000 — 5.5 
Woolworth, F .W. 43,401,085 47,089,355 — 7.8 309,998,001 317,681,656 — 2.4 

Group Total ..... $265,493,962 $293,000,423 — — 94 $1,928,921,756 $1,959,939,373 — 1.6 

Combined Total ..$706,121,808 $786,808,259 —10.3 $4,955,763,863 $5,177,212,423 — 4.3 


tFour weeks and 28 weeks. tSix month period. 


“Twelve month period. 


General Foods Offers 
Polishing Cloth Premium 


Post cereals division, General 
Foods Corp., New York, is offer- 
ing a Cadie silver polishing cloth 
as a premium for 25¢ and a box 
top from any Post cereal. The offer 
supplements the Avalon silverware 
premium which continues to be 
available with the box tops. 

Benton & Bowles, New York, 
handles advertising of Post Toast- 
ies, 40% Bran Flakes, Raisin Bran 
and Post-Tens. Young & Rubicam, 
New York, places Grape-Nuts, 
Grape-Nuts Flakes and Grape- 
Nuts Wheat Meal. 


Morris Joins Condon 


Thomas J. Morris, formerly with 
McCann-Erickson, San Francisco, 
and Hiddleston, Evans & Merrill, 
Seattle, has joined Condon Co., Ta- 
coma, Wash., agency. 


Men’‘s Wear Retailers 
Increase Ad Expenditure 


In a recent survey for Men’s 
Wear, New York University’s Bu- 
reau of Retail Research found 
that advertising expenditures of 
men’s wear retailers rose from 
2.6% of net sales in 1947 to 3.1% 
in 1948. 

The survey disclosed that re- 
tailers have held volume gains 
made during war years in the shift 
from a seller’s to a buyer’s mar- 
ket. Dollar sales volume declined 
an average of only 0.7% last year. 


Will Telecast Races 


Paradoxically enough, the Auto- 
mobile Dealers Association of De- 
troit has signed to sponsor telecasts 
over WXYZ-TV of horse races at 
Detroit’s new Hazel Park track. 
William Loveless Agency handles 
the dealer account. 


| MOTOR SERVIC 


Advertising Age, August 22, 1949 


Donnelley Predicts 
Record for Sampling 


Cuicaco—The American house 
wife will receive more free sample 
of packaged foods and soaps i: 
1949 than ever before, D. L. Har 
rington, vice-president, Reuben H 
Donnelley Corp., predicts. 

“Our house-to-house distribu- 
tion business for the first si» 
months exceeded the same periox 
of 1948 several times,” he has re. 
vealed, “and last year was no: 
so far behind 1941, banner yea: 
for sampling and couponing.” 

Donnelley’s merchandising divi 
sion provides sampling service na. 
tionally, its distributors givin; 
brief sales talks to housewives 
when handing them the product 
given away. 

Mr. Harrington described a new 
“feature” of the service which as- 
sures that members of the “head 
office inspection corps” rigidly en- 
force the manner of distributing 
samples. The inspectors, he said, 
“are not permitted to fraternize 
with our distribution personnel or 
the client’s field men. They aren’t 
even allowed to travel on the 
same trains or stay at the same 
hotels. They inspect every distribu- 
tion job in every area to make 
sure that the detailed specifica- 
tions for the job are met.” 


Miller Heads Drug Admen 


Pharmaceutical Advertising 
Club, New York, has elected of- 
ficers to serve for the 1949-50 sea- 
son. They are: President, Ted 
Miller, Borden Co.; vice-president, 
John H. Hinse, Fellows Medical 
Mfg. Co.; treasurer, Raphael M. 
Nacca, Organon, Inc.; and secre- 
tary, G. L. Long, E. R. Squibb & 
Sons. 


DIRECT ADDRESSING SERVICE 


AUTOMOTIVE 
SERVICE 
SHOPS 


“The Master Mailing List" 


Most complete, most accurate, mos! 
effective Automotive Service Shop 
Mailing Lists available — at lowest 
rates. Used regularly by large direct 
mail advertisers. Over 143,000 verified names 
incl. 47,000 Car Dealers; 75,000 Repair Shops; 
12,000 Fleets: 8,000 Automotive Jobbers. Ad: 
dressing to any shop classification by states. 
Write for detailed state counts, + ete 
folder FREE on request. 


549 W. WASHINGTON ST. 
CHICAGO 6, ILLINOIS 


More than tw; 
The American | 
the secong 


than 


THe american 


—wvice as man 
n tus, 


LEGION 


MAGAZINE 


A.B.C. Net Paid Circulation 3,031, 83E 


(Period ending Dec. 31, 1948) 


Ae Soe eee Se: een Ce ae = a ee ee ig Sg ua fee ee Be eae see an ao "ie ne lanes 
; Ld lie wg pl Etat 73 Ee ee, a i ee eg 
a a ee eee vA eS ae ee: eal pee 2 ae ee eee RS eg IS emails. 
* a , 
. : c 
bei 1, 
t 
Oe u 
= iu 
Q . 
a re 
2 tl 
c P p 
; ' W 
cl 
S 
) 
st 
5 e 
Ps i tieienemeenetiaaele i eeiaadhinimahheeniontl ce 
e ce 
_ uJ 
% 4: 
R 
pé 
fr 
pl 
at 
: . 
a ee ar 
: ju 
: a 
ee gr 
ke 
as ye 
5 ee = ss ss lee fa 
pa 
| las 
th 
antiga — — ab 
: qu 
P ha 
| rc 9 * 
: : ; 4 a1, hI ’ 
" ' 
: it; f i VY ) i o 
cas - . i tore a ct ‘ At 
' °p ; : - gu 
| : | a . de 
ih <> é. Sie ee i | | ha 
oi 7 eS Ss in 
P ~~ . ys : 4 | avi 
i ; — 1) | Pe cel 
m : & 1S { dir 
; Sa ; for 
——— e ay Af COE } A 4) dle 
| ge Pm ep | — _______]} & 
. . 
i : - J ion A eh i oe ess eee toe ee ye eee ee tril 
- POINT ALE ADVERTISING © ag g : : ee - 
| Dire SO re Ne ll 
: a : < . 5 . . ae «= FF , ol 

Get: KLEENSTIK BL eRe og Qo te 
ee a - . | ®% #£ > . ? Ap , . ‘ Z| bas 
: ; Be See Se sil j & , ; » & cat 

WOISTURELESS, SELF-STICKING ADHESIVE J N@. 5) we ! 

PER ORO ty?) hake Cs Nie eee ue eS. ie SS i Rea So eee ae , : , P fie ™ ‘ } 
~ bs a ro . £ : \ pA r, " a he 
Ace . ; ~ . << % \ a +. } . pal 

ty re ~ 7 ® Te -« - ‘O by bi- 
: : 2 O ; i. 2s ¢ ’. ; . s al tur 

a aa eens met soeser es % o s , & ( hi 
ie ibe Beings. wh ee a Porn, Acne heae} si iia at : F : more ‘* . fan 

WRITE TODAY FOR FREE SAMPLES AND IDEAS me | ee 

: = ci mma ° Band 
uF an ¥ ( ~ ———_]]] Be at A - > Ma ° : : 

—_— {4 ‘ i} ‘ ¥ ih, Pm * > ~, 9QaZine! ; 

: 4 ; 7, . i ' - 
’ 3 s 7 s ’ : . ¢ p g 
, . e * SS : 4 e A “A - —s ; ; . Se ~ eS ? . * ¢ \ * ¥ ‘ ; * J 01 
% — 7 a - a = ‘ as ae ; Loree if 3 * Ry ' 

‘ : 4 R — ~~ % % re Be st ge ' oe per cae e i ei pi, , : ' ie «3 ; . bai , bh al 
% ——— | > yy ;. ae oes , ’> es i L. clu 
; . # oe - 3 sh P i — ° ” = Bs ee . 2 * in 
: “ sy : " s , e Bs oe & wih j is n 
&§ ss o trite Sah aS - Renee | es ‘ 

st ia ie oy ae Ags es ? i Tae ae en . 4 va Roc tek te 5 pao D eee eS mM Ae heen Ree Oe aa” . i ee eat A 7 a. eater : : °. 2 ‘ as ° ‘ £ ERE, a . - 2 ers Be wee 


house 
ample 
aps ii 
.. Har 
ben H 


stribu- 
“st six 
perioc 
has re- 
as no’ 
r yea 
, 9 

g divi 
ice na- 
givin; 
ewives 
yroduct 


a new 
ich as- 
“head 
dly en- 
ibuting 
e said, 
iternize 
nnel or 
r aren’t 
on the 
ep same 
istribu- 
» make 
ecifica- 


en 

tising 
ted of- 
50 sea- 
t, Ted 
»sident, 
Viedical 
ael M. 
secre- 
uibb & 


SERVICE 


Ive 


jing List" 


ST 


ate, most 
vice Shop 
-at lowest 
irge direct 
ied names 
air Shops; 
ybers. Ad- 
by states. 
—complete 


NGTON ST. 
ILLINOIS 


Advertising Age, August 22, 1949 


Along the Media Path 


e The Mirror, Altoona, Pa., got 
the city’s eight-day centennial 
celebration off to a flying start 
with a 128-page issue Aug. 6, the 
largest single edition printed by 
the daily in its 75 years. Retailers, 
utilities, railroads and others tied 
in with congratulatory ads ranging 
up to spreads. 

While the Mirror is a bit short 
of its first century mark, three di- 
rect descendants of its founder, 
Harry Slep, are active employes of 
the Mirror Printing Co.: Daniel N. 
Slep, son of thé founder and now 
president; James G. Slep, his son, 
who is second vice-president and 
classified ad chief, and J. Daniel 
Slep, grandson of the company 
president, who is on the editorial 
staff. 


e The Milwaukee Journal has just 
completed a study of newspapers’ 
copy service departments, based 
upon questionnaires completed by 
43 papers that maintain such units. 
Results are available in a five- 
page mimeographed summary, 
from C. R. Conlee, the Journal’s 
promotion and research manager, 
at 333 W. State St., Milwaukee 1. 


e The San Jose Mercury Herald 
and Evening News, which have 
just released their second annual 
“Consumer Analysis” of the fast- 
growing Santa Clara County mar- 
ket, sampled a larger area this 
year than last. In all, nearly 46,000 
families were questioned, com- 
pared with slightly under 33,000 
last year. Personal interviews in 
the home, employed last year, were 
abandoned in favor of mailing the 
questionnaire to the family and 
having the respondent return it 
personally in order to collect a 
free bag of grocery and drug pro- 
ducts. 


e Conventions and Trade Shows, 
Atlantic City, publishes in its Au- 
gust issue a directory containing 
detailed floor plans of convention 
halls and auditoriums in 40 lead- 
ing cities, along with data on 
available services, etc. The De- 
cember issue will include a similar 
directory of exhibit space and in- 
formation about hotels which han- 
dle conventions and trade shows. 


e The Chicago Sun-Times is dis- 
tributing a “Market Coverage Cal- 
culator” which, operated like a 
slide rule, shows the unduplicated 
city and retail trading zone cover- 
age of all Chicago’s papers, alone 
or in combination. Percentages 
shown on the handy device are 
based on a recent study by Publi- 
cation Research Service. 


e Argosy has started pre-selling 
1,000 of the country’s leading de- 
partment stores with a series of 
bi-weekly advance bulletins fea- 
turing the latest offerings of 
Christmas gift merchandise for the 
family and home. The market let- 
ters, to run until Nov. 1, will offer 
S\ ggestions on buying, displays and 

‘-in promotion. Pre-Christmas 
a vertisers in October, November 
a’! d December issues of the maga- 
Zl. e will be the only manufacturers 
m ntioned by name, product, line 
ad address. The December issue, 
© sale Nov. 20, will feature a 12- 
Pp ge Christmas shopping guide. 


¢ WLWT, Crosley’s Cincinnati 
\ deo outlet, more than doubled 
i's list of sponsors during the first 
| df of °49. Commercial hours, ex- 
‘ uding spot announcements, in- 
‘ eased from 17 hours, 44 minutes 
week in January to 34 hours, 25 
inutes per week in June; and 
nescope and network hours dou- 
ed, as did remote telecasts. Most 
the new business came from lo- 
‘.l advertisers, 50 of whom were 


buying time in June, compared 
with 16 in January. 


e Use of products advertised in 
college newspapers is 163% greater 
among those who see the items ad- 
vertised in their college papers 
than among all college students, 
according to a new study con- 


ducted for National Advertising 
Service, representative for these 
papers. The survey, made last 
spring by personal interviews with 
more than 5,000 students in 41 col- 
leges and universities, revealed 
that the average national ad in 
college papers is noted by 65% 
of the readers. And 99% of all 
students read their college papers. 


@ More than 200 stores will tie in 
with Living for Young Home- 
makers on merchandising promo- 


tions based on features in the 
issue out Sept. 2. Key stores across 
the country plan exhibit rooms 
showing merchandise displayed in 
a “How to make small rooms look 
larger” article. In addition, other 
retailers will tie in with a re- 
decorating story (a collaboration 
by Alexander Smith & Sons and 
the magazine); a window promo- 
tion linked with national “Win- 
dow Week” Sept. 26-Oct. 1, and a 
fourth promotion built around the 
decoration of children’s rooms. 
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Put your sales message on signs that 
ere talked about and remembered 
PAINTED DISPLAYS * NEON SIGNS 
*  CHOICEST LOCATIONS « 
STERLING NEON SIGN CO. 


2706 Collingswerth Houston 11, Texas 


SPECTACULAR SIGNS BY 


STERLING 


OXFORD PAPER COMPANY 
230 Park Avenue, New York 17, N.Y. 
MILLS AT RUMFORD, MAINE AND WEST CARROLLTON, OHIO 


Pacn BULLDOZERS to beauty aids, the effectiveness with 
which any product is presented in print has an important bear- 
ing on its sales. In whatever form you use prin 
business, you'll find Oxford Papers a sound foundation for 
more profitable selling. 

For fifty years we have specialized in the production of fine 
papers for offset, lithography, letterpress and rotogravure 
printing to meet the varied needs of both producers and buyers 
of printing. The result is a choice of coated and uncoated grades 
that assures the right paper to help make brochures, posters, 
labels, box-wraps, direct mail, manuals—in fact any printed 
product—more profitably resultful. 


Your Oxford Paper Merchant 


is a Good Man to Know 


aids in your 


now. Get in touch 


Albany, N. Y. 
Augusta, Maine . 
Baltimore, Md. .  . 
Bethlehem, Pa. ° 
Boise, Idaho 
Boston, Mass. 
Buffalo, N. Y. 
Charlotte, N. C. 
Chattanooga, Tenn. 
Chicago, Il. 


Cincinnati, Ohio . 


Cleveland, Ohio . 
Columbus, Ohio 
Dayton, Ohio 


Des Moines, lowa 
Detroit, Mich. 
Fresno, Calif. 
Hartford, Conn. 
Indianapolis, Ind. 
Jacksonville, Fla. 
Kalamazoo, Mich. 
Kansas City, Mo. . 
Knoxville, Tenn. . 
Lincoln, Neb... 
Little Rock, Ark. . 
Long Beach, Calif. 
Los Angeles, Calif. 
Louisville, Ky. 
Lynchburg, Va. . 
Manchester, N. H. 
Memphis, Tenn. 
Miami, Fla. . 
Milwaukee, Wis. 


Minneapolis, Minn. . 
Nashville, Tenn. . 
Newark, N. J. 

New Haven, Conn. 


New York, N.Y. . 


Oakland, Calif. 
Omaha, Neb. 
Philadelphia, Pa. 


Phoenix, Ariz. 
Pittsburgh, Pa. 
Portland, Maine 
Portland, Ore. . 
Providence, R. I. 
Richmond, Va. 
Rochester, N. Y. 
Sacramento, Calif. 
St. Louis, Mo. 


St. Paul, Minn. 

San Bernardino, Calif. 
Salt Lake City, Utah 
San Diego, Calif. 

San Francisco, Calif. 
San Jose, Calif. 
Seattle, Wash. 

Sioux City, lowa 
Spokane, Wash. . 
Springfield, Mass. 


Your Oxford Paper Merchant is a convenient source 
of supply, of course. But, because he makes it his 
business to help you select the right papers for your 
needs, he is a mighty good man to 
with him today for a copy of the useful new Oxford 
Paper Selector Chart or write direct to us. 


OXFORD MIAMI PAPER COMPANY 
35 East Wacker Prive, Chicago 1, Ill. 


Stockton, Calif, 
Tacoma, Wash. 
Tampa, Fla. 
Toledo, Ohio 
Tucson, Ariz. 
Washington, D. C. 
Worcester, Mass. 


Nation-wide Service 
Through Oxford Paper Merchants 


. Wileox-Walter-Furlong Paper Co. 


.Green & Low Paper Co., Inc. 


.Allman-Christiansen Paper Co. 


. Wileox-Mosher-Leffholm Co. 


Green & Low Paper Co., Inc. 


Wilcox-Walter-Furlong Paper Co. 


Shaughnessy-Kniep-Hawe Paper Co. 


.W. H, Smith Paper Corp. 
.Carter, Rice & Co. Corp. 
.The Mudge Paper Co. 


Blake, Moffitt & Towne 
Carter, Rice & Co. Corp. 
.Franklin-Cowan Paper Co, 
.Caskie Paper Co., Inc. 
.Bond-Sanders Paper Co. 
.Bermingham & Prosser Co. 
Bradner, Smith & Co. 

The Whitaker Paper Co. 
.The Johnston Paper Co. 
The Whitaker Paper Co. 
.The Cleveland Paper Co. 
Scioto’ Paper Co. 
.Cincinnati Cordage Co. 
The Whitaker Paper Co. 
.Bermingham & Prosser Co. 
.Chope Stevens Paper Co. 
.Blake, Moffitt & Towne 


.MacCollum Paper Co. 
Jacksonville Paper Co. 

. Bermingham & Prosser Co. 
. Bermingham & Prosser Co, 
. Louisville Paper Co. 

. Western Newspaper Union 
.Roach Paper Co. 

. Blake, Moffitt & Towne 
.Blake, Moffitt & Towne 
Louisville Paper Co 
.Caskie Paper Co., Inc. 

.C. H. Robinson Co. 

. Louisville Paper Co. 
Everglades Paper Co. 


Sensenbrenner Paper Co. 


P Bond-Sanders Paper Co. 
Bulkley, Dunton & Co., Ine. 
Bulkley, Dunton & Co., Inc. 


.Baldwin Paper Co., Inc. 
I 


Bulkley, Dunton & Co., Ine. 


Miller & Wright Paper Co. 
The Whitaker Paper Co. 

. Blake, Moffitt & Towne 

. Western Paper Co. 
.Atlantic Paper Co. 


. Blake, Moffitt & Towne 
.General Paper Corp. 

. .C. H. Robinson Co. 

. Blake, Moffitt & Towne 
Carter, Rice & Co. Corp. 
.Cauthorne Paper Co. 
.Genesee Valley Paper Co. 
Blake, Moffitt & Towne 


Bermingham & Prosser Co. 


Tobey Fine Papers, Inc. 

, Inter-City Paper Co. 
.Blake, Moffitt & Towne 

. Western Newspaper Union 
. Blake, Moffitt & Towne 

. Blake, Moffitt & Towne 
Blake, Moffitt & Towne 

. Blake, Moffitt & Towne 

. Western Newspaper Union 
. Blake, Moffitt & Towne 


Bulkley, Dunton & Co., Inc. 
(Div. of Carter, Rice & Co. Corp.) 


Mill Brand Papers, Inc. 
. Blake, Moffitt & Towne 
_Blake, Mofhitt & Towne 
Tampa Paper Co. 
.Paper Merchants, Inc. 
. Blake, Moffitt & Towne 
.The Mudge Paper Co. 
C. A. Esty Paper Co. 


(Div. of Carter, Rice & Co, Corp.) 
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Karagheusian’s Fall 
Drive in 5 Media 
Will Set a Record 


New YorK—Magazines, news- 
papers, business papers, television 
and radio will be used in the fall 
advertising campaign of A. & M. 
Karagheusian, Inc., manufacturer 
of Gulistan carpets. The campaign 
is the largest in the company’s 
history, acording to C. B. Konsel- 
man, advertising manager. Fuller 
& Smith & Ross is the agency. 

Full-page, full-color ads will 
appear in American Home, Better 
Homes & Gardens, House Beauti- 
ful, House & Garden, Living, Time 
and Vogue. In addition, full-page, 
full-color ads will be used in 13 
newspapers in 12 key carpet mer- 
chandising areas throughout the 
United States. Advertising to the 
trade will include National Furni- 
ture Review, Retailing Daily and 
Rug Profits. 

Television commercials will be 
made available to retailers for the 


GLOBE-DEMOCRAT TOWER BLDG. 


SAINT LOUIS 


* A single announcement on KWK recently brought 16,537 replies 
— an indication KWK gets listener attention—and confidence. 
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listeners—and the station you use must merit the con- 
For the past 22 years KWK has been building attention- 


fidence of those listeners. 


message, the commercial must have the attention of the 


In order to receive the maximum results from your sales 
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IT ISN’T SIZE...1T’S ATTENTION! 


first time. Four one-minute, open- 
end spots have been made by RKO. 
They are said to be unusual in 
their appeal in that carpet style 
and women’s fashions are linked 
together. Specially designed gowns 
designed by Jacques Fath, Claire 
McCardell, Carolyn Schnurer and 
Ceil Chapman are introduced. 

New radio commercials also will 
be used. They are 20-second and 
one-minute open-end spots. The 
music is recorded by Maxine Sul- 
livan. 


s.In addition, the company has 
subscribed to the Operator 25 serv- 
ice of the Distribution Council 
of National Advertisers, Inc. Every 
Gulistan advertisement will point 
out that the name and address of 
the local Gulistan retailer can be 
obtained by calling Western Union 
and asking for Operator 25. 

The company also is offering its 
retailers a new display and plan- 
ning service which contains draw- 
ings and detailed information about 
modern store layouts, fixtures, 
colors and lighting. 
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Pennsylvania Bans Outside 
Promotion by Liquor Dealers 


Pennsylvania’s newly enacted 
ban against outside advertising of 
brands on the premises of retail 
liquor and beer dealers becomes 
effective Sept. 1. The law does not 
affect general outdoor posters 
elsewhere. 

Window and doorway brand 
displays are limited to 300 square 
inches by the new law, and must 
be approved by the liquor board 
before being installed. Point-of- 
sale material inside the premises 
is limited to $20 in value for any 
one company and $10 for any 
single sales aid. 


Lane Heads General Binding 


William N. Lane, who has been 
sales manager for the past two 
years, has been elected president 
of General Binding Corp., Chi- 
cago, producer of mechanical bind- 
ings. He succeeds C. Edward Em- 
mer, who has resigned. William L. 
Fritz, with the company for more 
than 12 years, has been named 
general sales manager of all di- 
visions. 


To Wilhelm-Laughlin-Wilson 


Wilhelm-Laughlin-Wilson & As- 
sociates, New York, has been 
named to handle the direct indus- 
trial and marine advertising of A. 
H. Houston & Co., New York, man- 
ufacturer of terrazzo and composi- 
tion decking. 


Water Heater Sales 
Lag Slightly: Gas 
Group Advertises 


New YorKk—National sales of 
gas water heaters lag only slightly 
behind those of last year, accord- 
ing to James F. Donnelly, A. O. 
Smith Corp., Kankakee, IIll., and 
chairman of the Gas Appliance 
Manufacturers Association. 

This year’s dealer promotion by 
the association has been built 
around the “Court of Flame” pro- 
motion campaign which was 
launched Feb. 1. It is designed to 
educate salesmen and dealers with 
sales opportunities still existing in 
1949. 

Mr. Donnelly disclosed that na- 
tional sales of gas water heaters 
in May were down only 2% from 
the comparable month of last year. 
Total sales in June were 121,000, 
compared with 122,000 in June, 
1948. 

The “Court of Flame” promotion, 
directed by Stanley C. Gorman, 
sales promotion director of the 
association, offers substantial re- 
wards to dealers and salesmen for 
top sales results—from war bonds 
to Buicks. 

Full pages in two colors are 
running in Butane-Propane News, 
Domestic Engineering, Electrical 
Merchandising, Gas, Gas Age, Gas 
Appliance Merchandiser, LP-Gas, 
Plumbing & Heating Business, 
Western Plumbing & Heating Jour- 
nal and Western Radio & Appli- 
ances. 

Morey, Humm & Johnstone, New 
York, is handling the account. 


Appoints Van Deventer 


Francis H. Van Deventer, for- 
merly with Day, Duke & Tarleton 
and for 14 years with J. Walter 
Thompson Co., has joined Hewitt, 
Ogilvy, Benson & Mather, New 
York, as account executive. 


Changes Closing Date 


Fueloil & Oil Heat’s “Buyer’s 
Guide & Industry Directory” has 
changed its closing date to Sept. 
1 for the Oct. 1 issue. Heating 
Publishers, Inc., New York, pub- 
lishes the volume. 


Jones Named Copley V. P. 


John C. Jones III, formerly ac- 
count executive with Eddy-Rucker- 
Nickels Co., Cambridge, Mass., 
has been appointed vice-president 
of Copley Advertising Agency, 
Boston. 
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at $125.00. 


It just proves again what I’ve said many times, that i 
Rockford is the best Test City in the Mid-West. 


ROCKFORD MORNING STAR 
Rockford viata toe 
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These are pretty figures mister! An original test : 
campaign placed exclusively in the Rockford | 
Morning Star and Register-Republic sold, in the 
first two weeks, 84 recording machines priced 


ak 


THE OLD ANALYST 


€4 | 


poe ee ee 


AE Ail PI SOT 


© 


Advertising Age, August 22, 1949 


a 


The Creative Uans Corner 


The Corner has been told, by agency men who have been 
through the experience, that nothing in agency life is more 
trying than to be asked to think of a name for a new pro- 
duct. “Something unusual,” says the client, “that we can 
make our own—like Kodak.” Except, say these agency men, 
that when you go down to see the client with a name like 
Kodak, he says, “No good. Nobody will know what it means.” 
Or he finds some other objection to it. 

Coming upon this ad in an issue of the New York World- 
Telegram, your fine-feathered friend could only wonder 


Gxciting New Discovery / 


Das a fabulous Speed-dry HAIR SET B 
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Beer -305-—< thrilling development 
_—) > inspired by the wondrous magic 
of beer, one of the world’s oldest, 
most successful aids to hair beauty 


For over 2000 years—the most beavutyl women in 
the world have used beer to give thesr haw breath- 
taking body, softnese and shimmering highhghts. 
Now comes BEER BOB—as new discovery that gives 
you the beer benefits without its disadvantages... 
for BEER-BOB 1s an actual brew with the alcohol 


removed—a marvelous concentrate of malt, hops sed 
select cereals, specially prepared for the hair. lt is 
safe — non-acid — non-elkahne —contains no harsh 


chemicals. And it 15 pasteurized for purity. You will 
love us delighttul scent—ae beer oder. 


Does Wenders for Your How 

BEER BOB sets hair faster than anything you have 
ever used before. And the hair set lasts from shampoo 
to shampoo! More important —1 imparts glamorous 
body and brilliant highlights... leaves your hair 
solt, curly, beautifully eatural looking, easy 
manage. BEER-BOB sets your hair to stay without 
lacquer—gives your permanent more surength— 
gives springiness even to lump hai. Aad ut will aot 
flake, will not discolor any hase. 


Treat Yourself te « BEER-BOB Heir Set Todoy 
After shampooing hair, remove excess moisture 
with towel and apply BEER -BOB—set hair and 
allow to dry. Set your hair ia any fashioe you please 
Whether you choose soft, curly ringlets, or long, 


17 glamoreas bedy— leaves it 
enticing, natural loobeng, cary te manage. 


Gone veur bas 


eco yamr base brillee 


G 1 shammer rug high 
laghe, oo flat 


eng te your beamty. 


natural waves—your hast will dry quickly and stay 
set until your next shampoo, You'll be thrilled’ 
Economical te Use— A bonle of BEER BOB costs only 
6% (ples wx) and gives you 7 marvelous hair seus— 
the hoes you have ever enjoyed. Try a today 


vet 


b 
Leave: we flakes, 20 oder, a» leegqueved-Joch, 
Your burr smells fresd and clean when dry 


Beauty Experts know + hat’s best for the hair— 
and they acclam BEER-BOB. So remarkable 
are the results—so souceably superior to any 


Reep men: barr weatly groomed other hair set—that over 125,000 bores of 
> wsthout that “plastered look, BEER. BOB have been used in 2 few months by 
» the finest Beauty Parlors from coast to coast! 

0088 008 HC. 198 HURON ETONTT HOw TOee ts eT 


FOR SALE rn enc eaammmman” a tor ep Soks-34th St, Hearns, Gimbels, Gertz, » aaciiainieaitints 
othe: leading Drug ond Department Stores 


B ovclerful for managing 
—and for baby's “iy ohooh. 3 sv comaare 


what mental agony went into the selection of Beer-Bob for 
a hair set. He wondered, too, if the advertiser had gone to 
the trouble of finding out whether or not the name and the 
package have any feminine appeal. Off-hand, The Corner 
doubts it. The product may be wonderful, but he can’t im- 
agine any frail smelling lilies of the valley bath powder im- 
mersing her hair in something avowedly derived from beer. 
Certainly her stream of consciousness would go something 
like this: “Will Harry think I’ve been hanging around a 
beer parlor all afternoon? Suppose he runs his hands through 
my hair—will it froth? If he buries his head in my hair, 
will its scent intoxicate him or just make him drunk?” 
Maybe this product is another Toni—but The Corner 
doubts it. Not with that name. Although for those looking 
for a hair of the dog that bit them, maybe this is a natural. 
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‘Citizen’ Appoints Russell 


Richard C. Russell, president of 
the Advertising Club of Los An- 
geles, has joined the Beverly Hil's 
Citizen as sales and advertising d - 
rector. 


Economical FULL COLOR ~ 
WINDOW DISPLAYS, BLOW-UPS, 
_ COUNTER CARDS 


Joins Champion Paper & Fibre 


Stuart E. Arnett, formerly in the 
printing machinery division of 
Electric Boat Co., has been named 
to the New York sales staff of 
Champion Paper & Fibre Co. 


Representing: NEW YORK GRAVURE C’’. 
New York Ci 
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Ronson, Others Plan 
Shows on WOR-TV;: 
tation Cuts Costs 


NEWARK—Station WOR-TV will 

o its best to reduce the high 

eficit figure that other television 
:‘ations have encountered in their 
carly days on the air. 

The New York area’s newest TV 
outlet, which expects to. start 
tclecasting about Oct. 1, already 
has signed several clients. Ronson 
Art Metal Works will carry 
“Twenty Questions” simultaneous- 
lv on radio and video. Grey Ad- 
vertising is the agency for this 
program, aired Sunday nights 
over Mutual. 

One advertiser—to be announced 
later—has signed for two half- 
hour shows. Another is set to carry 
40 spots weekly. 

Julius Seebach, vice-president in 
charge of programs for WOR and 
WOR-TV, will gear his program- 
ming to attract as many adver- 
tisers as possible. Emphasis will 
be placed on spot sales to clients 
who might not otherwise be able 
to afford the medium. 


s Arrangements are being made 
with independent producers to 
carry their programs gratis. They 
will share, on a percentage basis, 
WOR-TV’s revenue from spot 
sales during their show. 

Because of the number of pro- 
grams offered to WOR-TV on this 
share-the-dollar plan, Mr. See- 
bach said the station is taking 
its time in making a decision on 
which ones to be used. Last week 
ten show packages were under op- 
tion. More than 16 others had 
been submitted. 

Pointing out that he is not in- 
terested in trying merely to dupli- 
cate those services already per- 
formed by WOR, Mr. Seebach 
said the new station will concen- 
trate on the types of programs 
best suited to television. 

“AM does a wonderful job on 
up to the minute news coverage,” 
he said. “Television at the min- 
ute has nothing real to add to 
AM’s excellent coverage of news. 
Why take up the time showing 
pictures of something that has 
already happened when you could 
be using it for something else?” 

For this reason, unless a spon- 
sor especially requests it, WOR-TV 
will carry no news programs. It 
will instead concentrate on bring- 
ing people of interest—celebrities 
and otherwise—into the teleview- 
er’s home. 


Westinghouse Plans Second 
Consumer, Dealer Contests 


The lamp division of Westing- 
house Electric Corp., Pittsburgh, 
has announced a second consumer 
contest starting Oct. 3 and run- 
ning through Dec. 4. Prizes rang- 
ing from a $2,500 first prize to 400 
prizes of $5 will be awarded to 
Winners of the best lines rounding 
out a jingle about light bulbs. The 
Winners will have an opportunity 
t. double their awards by identify- 
iig “Miss Famous,” a prominent 
‘oman whose masked face will 
advertised nationwide in news- 


: per supplements and magazines. | 


try blanks will be obtainable 
th the purchase of at least 36¢, 
‘luding tax, of Westinghouse 
it bulbs. 

simultaneously the company 
| conduct a $2,000 dealer dis- 
Pp! y contest. Awards will be made 
t dealers who submit _ photo- 
£ .phs of the best window displays 
© store interior displays promot- 
!! £ the contest and who write a 
| )-word statement on how the 
¢ ntest helped them boost sales. 
F ler & Smith & Ross, New York, 
| the agency. 


F >yce Chemical to Lewin 


The industrial chemical division 

‘ Royce Chemical Co., Carlton 

‘ill, N. J., has appointed the A. 

Lewin Co., Newark, to direct 

account. The agency has han- 

ed the company’s advertising on 
'yox since early this year. 


WDTV Increases Rates 


WDTV, DuMont’s Pittsburgh sta- 
tion, has issued rate card No. 3 
to become effective Oct. 1. The new 
schedule increases the Class A 
hourly rate from $300 to $350. Cur- 
rent contracts are protected for a 
26-week period. 


Simoniz to Sponsor Newscast 


Simoniz Co., Chicago, has signed 
a 52-week contract to sponsor 
“News with Clyde Kittell” over 
WNBC, New York, 7 a.m., Mon- 
day through Saturday, effective 
Sept. 1. Decora, Inc., Chicago, is 
the agency. 


Joins Tatham-Laird 


Michael Ribnikar, formerly art 
director of Carroll Dean Murphy, 
Chicago agency, has joined the art 
staff of Tatham-Laird, Inc., Chi- 
cago. 


Wolff Moves Offices 


Samuel D. Wolff & Associates, 
New York, publisher’s representa- 
tive, has moved to larger offices 
at 101 W. 31st St. 


Circulation 
Now Over... 


P OF p F LATION: 
.- - 1930—20,520.. . 1940—-31,853 . . . 1947—55,000 


and now over 
CITY ZONE ABC PAR. 28 


ee sac, METI 2 an eo 


1910—1,938. ..1920—4,051 | 
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TEXAS DAILY PRESS LEAGUE, 


INC. © Na lene! Representatives 


New York * 


BaD ee oe 


National Representatives . 


Los Angeles ° 


nace, 
CENTENNIAL OF THE 


CALIFORNIA - 1849-1949 


Detroit * Chicago * 


c  latchy 


O'Mara & Ormsbee, Inc. 


San Francisco 


WHEN you look inside California, you see plenty. 

You see the Billion Dollar Valley — a market worth 
more in retail sales than the whole state of Kansas. . . 
a market where per capita food sales are 40% above 
the U. S. average.* 

But you miss the Valley unless you advertise in its 
strong /ocal newspapers. The Valley, remember, is in- 
land California. And inland Californians naturally have 
little interest in faraway Coast papers. 

Better make sure, then, that you schedule the three 
McClatchy newspapers. Those three papers—The Sacra- 
mento Bee, The Modesto Bee and The Fresno Bee— 
reach far more Valley people than does any other com- 
bination of papers—local or West Coast. 


*Sales Management's 1949 Copyrighted Survey 
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THE SACRAMENTO BEE 


Bp ; 
< THE MODESTO BEE 
THE FRESNO BEE 
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Asks, ‘What's the Drift?’ 

To the Editor: Either Harper & 
Brothers has committed one of 
the most unbelievable wrong-word 
bobbles in the history of advertis- 
ing, or else has taken a clue from 
the success of B. F. Goodrich in 
full-paging the delights of “rythm 
ride” and has deliberately stubbed 
a toe in an effort to arouse a pe- 
dantic reader or two. 

Goodrich, you know, has found 
the h-less rythm in its ads doing 
wonders for readership. 

Now, Harper & Brothers sends 
out a direct mail free-trial sales 
letter on behalf of a John B. Op- 
dycke book entitled “Mark My 
Words,” and leads right off with 
this sentence: 

“With this amazing book you can 
locate in a flash that illusive 
word—the one that means ex- 
actly what you want to say”... 
(underscoring supplied.) 

This, mark my words, leads a 
blurb intended to sell a book whose 
primary function is enlightening 
a reader so he can make distinc- 
tions between words that sound 
or look alike! 

Is this a new gimmick? The be- 
ginning of a trend? 

It does seem that the Goodrich 
people have a plausible defense 


s department is a reader’s forum. Letters are welcome. 


for “rythm ride”; namely, that it 
is more copyrightable than the 
more conventional spelling. And 
besides, they say, the Oxford Dic- 
tionary lists rythm as one of eight 
acceptable ways to spell rhythm. 
But by no stretch of the imagina- 
tion—or of the lexicon—could an 
“illusive” word be one that “means 
exactly what you want to say” 
(unless what you want to say is 
“misleading, deceptive, unreal”-— 
F & Wagnalls). 

Whither are we drifting? 

JOHN STAHR, 

Editorial Director, Carl Byoir 

& Associates, New York. 

ee e« @ 
Advocates Uniform Billing 

To the Editor: Why don’t news- 
papers adopt uniform billing poli- 
cies? 

Some papers bill at gross rates 
and show discounts and terms. 
That’s fine. Many others fail to 
show discounts and terms. 

Other papers bill net rates but 
do not so indicate. Many of these 
fail to show what cash discounts 
are allowed. Some weeklies even 
fail to show space used. 

This lack of a uniform billing 
policy and the failure to show 
terms on all invoices causes con- 
siderable confusion in agency ac- 


counting. It often makes it unprof- 
itable for an agency to carry a 
small space program. I should 
think it would be important to 
the newspapers themselves to 
adopt such a uniform billing poli- 
cy. Why don’t they do it? 
E. J. PRESSER, 
E. J. Presser & Co., Charlotte, 
N.C. 


Two Advertisers Frame 
Their Works of Art 
To the Editor: Thought you 
might be interested in this rather 
striking coincidence in advertising 
thinking and layout. (See cut.) 
You will find both of these ads 
in the July issue of Product En- 
gineering and probably in other 
books as well, as we are not aware 
of the full extent of the Dow 
schedule. 
Frep W. MELLIs, 
Fred W. Mellis, Advertising, 
Chicago. 


Editorial on Industry Ads 
Goes to Institute Members 

To the Editor: We are extremely 
pleased to read your editorial in 
the Aug. 8 issue of ADVERTISING 
Ace entitled “Industry Effort Is 


The Miami Herald’s Cli 
date of publication, 
than a dozen Caribb 
after its inception, 
of the most import 


cultural, social, 


Miami and Latin-America. 


A bonus to Miami Herald advertisers, 
added evidence that you can be doubl 
medium -- when you schedule The 


Miami Herald, the dominant voice in 


Florida’s $600,000,000 Gold Coast, 
a proven influence in one of the 
world’s great international markets. 


JOHN S. KNIGHT, Publisher 


STORY, BROOKS & FINLEY, Notiono! Reps. 


A. S. GRANT, Atlante 


Affiliated Stations -- WQAM, WQAM-FM 


MIAMI--An International Market 


pper Edition is delivered daily, on 
to thousands of regular readers in more 
ean countries. Today, less than four years 
the Clipper Edition is recognized as one 
ant single factors responsible for the close 
and economic ties that exist between 


the Clipper Edition is 
y sure -- of market and 


| The Miami Herald 
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FRAMED—Dow Chemical Co. and United Screw & Bolt Corp. both put their ‘master 
pieces” into frames in copy appearing in the same issues of business papers. 


Fine, But...” Your views largely 
incorporate the thinking of the 
men behind the Feed Institute, as 
your points are largely the ones 
we have been trying to impress 
upon our industry for the past 
six or eight years. 

We are happy to note the fact 
that you are taking cognizance of 
the advantages of cooperative in- 
dustry promotion and encouraging 
industry to give serious thought 
to such a program. 

May we have your permission 
to reprint the bulk of this edi- 
torial in the September “Feed In- 
stitute Digest?” We believe that 
our members would be interested 
in this information and it also 
would be helpful in keeping the 
Feed Institute sold to its members. 

May we also congratulate you 
and commend you for the very 
excellent story which you carried 
last week, telling the story of the 
Cowles brothers and their fifty 
million dollar empire. This was in- 
teresting, and no doubt all of your 
readers thoroughly enjoyed the 
article. 

MARVIN E. NARRAMORE, 

Managing Director, Feed In- 

stitute, Inc., Des Moines. 


It's Up to Media 

To the Editor: We agree with 
your editorial in a recent issue 
which referred to Donald Withy- 
comb and Direct Radio Sales, Inc. 

However, unfortunately we ad- 
vertising men have to be the pawns 
of our clients. While it is possible 
for us to stand up for principle, 


it is perhaps unwise in a matter 
so insignificant as this one— 
especially when it does not in- 
volve our advertising appropria- 
tions anyway. 

We have a client who is very 
eager to get in touch with these 
people and I am wondering wheth- 
er or not you would be able to fur- 
nish us with their address. 

AGENCY PRESIDENT, 
Denver. 

One can’t blame advertisers for 
taking advantage of any such op- 
portunity, as long as media are 
willing to make it available. In 
this instance, the burden of main- 
taining the existing media system 
obviously rests upon media. 

oe @ 


‘Sweetest Engine’ Copy 
Gets a Reader's Goat 


To the Editor: I am fascinated 
by the possibilities of the Pontiac 
heading in Thursday’s Chicago 
Tribune, “Powered by the World's 
Sweetest Engine!” 

Think of the argument which 
might result in case another man- 
ufacturer chooses to dispute the 
Pontiac claim, such as this: 


“My engine is sweeter than 
yours!” 
“Tt is not.” 


“It is so! My engine burns noth- 
ing but Chanel No. 5.” 
“Hah! Chanel, is it! Look, my 


engine is so sweet—so_ sweet, 
mind you—that when he saw 
it, Sinatra did the swoon- 


ing! It is so sweet that gardenias 
a block away just turn purple 
with envy. Chanel, he says. Broth- 
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SUPERIORITY COMPLEX 


My husband, advertising manager of the Ding-Bat Company, used to b: 4 
nice fellow with just enough of an inferiority complex to make him easy to ! v¢ 
with. Since he picked KXOK, sales have gone up so fast my husband thir ks 
he’s the smartest advertising manager in town. Now he has a superiority cc m- 
plex and he’s positively obnoxious. 

Unhappy Wif 


Dear Unhappy Wife: 


Maybe KXOK should have the superiority complex instead of your husba’ d. 
During March, 1949, KXOK was within share of audience striking distance of 
first place in St. Louis. Briefly, this means KXOK delivers more Hooper av !i- 
ence per dollar than any other St. Louis network station. No wonder Ding-) at 
products are going to town. When your husband checks KXOK’s low-c: st- 
per-Hooper point, KXOK’s wide coverage, and KXOK’s low-in-St. Le iis 


rates, he’ll be even cockier! 
KXOK, St. Louis 
630 on the dial 


Basic ABC 5,000 Watts A “John Blair” stati." 
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e’, my engine runs on attar of 
r-ses, and for motor oil it uses 
o) ly purest essence of sweet pea.” 
“So now it’s sweet peas! I’m 
s: ying your engine smells. You 
fc rget there’s other kinds of sweet. 
\y engine is sweet already like 
c) ocolate coated cherries. It is 
s\eet by the disposition, such as 
wien you put it in the garage, it 
kisses you goodnight. It is sweet- 
er than a girl graduate in moon- 
licht. Have you ever seen a June 
biide? My engine—ah-h-h-h!” 
Well, you can take it from there. 
1 have heard big, strong men 
describe a car as a “sweet-run- 
ning job,” and that’s bad enough, 
verbally. But to put it in a news- 


raises paper, in 36-point Bodoni Bold 
02 Italics—*...the World’s Sweet- 
est Engine!” 


| 


Tell me it isn’t so. 
ARTHUR FREDERIC OTIS, 


‘master 
pers. Glen Ellyn, Ill. 
So ,..ioae 
1 matter #Hopes Polly's Chips Copy 
; ©6one—§ Will Please Creative Man 
not in-§ to the Editor: The Creative 
Propria- @ vjan’s Aug. 1 column on the Fritos 
’ ad provided the thrill of the week 
1S very down here. The enclosed proof 
= these § vill partially explain our elation. 
s wheth-# Tittle old Polly’s Chips are 
e to fur- ¥ bout to turn the heavy guns on 
: big old Fritos. This 1,000-liner is 
saeninld the first blast, aimed at Wichita. 
eshte According to present plans, the 
isers for 
such op- 
pl HEY WICHITA! 
able. In 
»f main- 
lL system 
l. 
d 
scinated 
Pontiac 
Chicago 
World's 
t which 
er man- 
yute the 
Ss: 
pr than 
ns noth- campaign will continue on a town- 
_ ffto-town schedule, taking in all ma- 
ook, MY Hior midwestern cities. 
sweel, f Since the entire campaign was 
he saw completed before The Creative 
SwoOl- BMan’s article came out, we were 
ardenias Bhanpy that our ads stood up pretty 
purple Bwell next to Frito’s Folly. Looks 
. Broth- B+. us as though his main pains 


should hurt no more. But bring 
on the acid test—expose Polly’s 
allure to the light-of-his-life, and 
let us know if it sends her racing 
for the nearest retail outlet. 

Right now we’re ‘hoping that 
our collective Great Minds are just 
harbingers of the buying public’s 
lancy. Care to hope along with 
us’ We’ll keep you posted. 

M, FRANK JONES, 
y Copy Chief, Phillips-Reick- 
Fardon, Kansas City, Mo. 


C \ ee ¢ e@ 
ne Or Deodorized Love 

o the Editor: Your Ad-libber, 
in \A’s Aug. 8 issue, says: 

Now there, we say, is a test 
for love. Come with me and be my 
lov , and we will test deodorants 

ther, Mum or Fresh, Kare and 
e'), in any kind of weather. 


Loe f. h« -e’s a notion which would have 

4 thir ks Jar od Keats.” 

rity cc 1 would also have astonished 

h stopher Marlow. 
y Wif W. H. GRAHAM, 
acLaren Advertising Co. 
P td., Toronto. 

husba: 4. 

stance of 7 w-- me 

per av li- 2demann Data Incorrect 

a . 0 the Editor: In listing our 

+. Louis @° ‘Pany in the 1948 newspaper | 
‘ ~ expenditures table (AA, July 
* ) ou give a brand “Bulldo 

se b..! é 


ir” stati. 


r—$450." We do not manu- 
Pac ure this brand of beer, our 


tonds being Royal Amber and 


Wiedemann’s Bohemian. You also 
have the name spelled incorrectly. 

While the figures stated, as to 
the amount we have spent are 
wrong, we are not so much con- 
cerned with this, but we feel a 
correction should be made with 
reference to the brands. 

R. M. RENNEKAMP, 

Advertising Manager, Geo. 

Wiedemann Brewing Co., 

Newport, Ky. 

We are happy to set the record 
straight. Figures printed in the 
July 18 issue were those supplied 
by the Bureau of Advertising, 
ANPA. 


‘Country Gentleman's’ Ad 
Gains Go on Record 

To the Editor: What is a “mass’ 
circulation magazine?” 

Would Country Gentleman with 
more than 2,300,000 be regarded as 
such? 

Would sufficient advertising rev- 
enue, which it had, to put it in 
twelfth place among all magazines 


in 1948 be enough to get Country 


Gentleman into the inner circle 
when advertising gains are being 
discussed? 

The above is apropos of your ac- 
count of the Cowles brothers’ prog- 
ress in ADVERTISING AGE Aug. 1 
wherein it is noted that, besides 
Look, only two of the 15 other 
“mass circulation magazines” made 
linage gains (2.4% and 0.2%) in 
the first half 1949 over the same 
period 1948. 

Well, if Country Gentleman 
might somehow get into that se- 
lect group you can chalk it up 
for a 6.3% linage gain for the first 
six months 1949 over the same pe- 
riod 1948. Interesting, isn’t it? 

CHARLES C, REEs, 

Manager, Country Gentleman, 

Philadelphia. 


Praises Editorial Stand 

To the Editor: I have just run 
through your Aug. 1 ADVERTISING 
AcE, and I want to compliment 
you on your editorial column. 

I think it’s fine that ADVERTISING 
AcE will take editorial stands on 


industry behavior which needs 
correction. 
Neri H. BorpeEn, 
Professor of Advertising, Har- 
vard University School of Bus- 
iness Administration, Boston. 


‘Lipton Link’ Pictures 
Democracy in Action 


To the Editor: We are enclosing 
with this letter a copy of our July 
issue of “The Lipton Link.” 

We would like to call your at- 
tention to our story on the Amer- 
ican way of life which we have 
titled “American Freedom in Ac- 
tion.” 

Realizing the importance of con- 


45 


stantly furthering understanding of 
the principles upon which our 
democracy is based, we have tried 
to present a simple but dramatic 
story in pictures of what living 
in America means. 
JUNE GUNCHEON, 

Editor, “The Lipton Link,” 

Thomas J. Lipton, Inc., Ho- 

boken, N. J. 
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WRITE FOR BOOKLET 
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38 PARK PLACE NEWARK 2,N4 


GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE - 


IT'S EASY WITH 


THE RIGHT COMBINATION! 
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Scripps-Howar 


d Newspapers 


In a billion and one-half dollar market your 


two Memphis newspapers 


are daily draw- 


ing cards for more than 316,498* fans. The 


advertiser who uses BOTH Memphis news- 
papers will find this Double Header the 
RIGHT COMBINATION for chalking up 
greater box office for his product, at an 
optional daily combination rate savings of 
13¢ per line. 


*ABC Publishers’ Statement, March 31, 1949 
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Motorola Plans Fall 
Push for Video Set 
with Two Controls 


Cuicaco—Motorola, Inc., is com- 
pleting plans for an extensive fall 
campaign to introduce its 1950 line 
of television receivers, introduced 
to distributors here last week. 

The sets feature a double-loop, 
built-in antenna, which is said to 
permit reception in good signal 
areas without use of any aer.al. In 
addition, the simplified tuning sys- 
tem employs only two controls, a 
station selector and volume con- 
trol. All other controls are auto- 
matic. 

Leader in the line is the com- 
pany’s new 8%” table model re- 
ceiver, which weighs less than 30 
pounds and is priced at $149.95. 
The company will market three 
deluxe models, a 16” TV-AM-FM- 
phonograph console priced at 
$795; a 16” TV console priced at 
$450, and a 12%” aluminized tube 
set retailing at $395, in addition 


A REPORT ON 
THE CIRCULATION 
OF LOS ANGELES 
PAPERS IN 

LONG BEACH, 
CALIFORNIA 


FOR MANY years the 
circulation of Los Angeles 
newspapers in Long Beach 
(the county’s second great 
metropolis) has remained 

a moot question. Such 

is no longer the case; now 
we know the facts. And because 
we feel that you, too, should 
know, we invite your careful 
analysis of the chart below! 


LONG BEACH PRESS-TELEGRAM 68 % 


Wii 6% parca 
[60% YAM 14°% “Psctk a 
51% Y/f—ai3. oe 
(48% 9s”. ‘ven e" 
3% ‘paper “O" 


Me, OS ANGELES 
52s Je paPER “E" 
LEGEND 


% of Long Beach 
<< 


newspaper audience 


% duplicated by 
L. B. Press-Telegram 


(All figures trom impartial survey 
by Publication Research Service. 
| Chicago, Iil., 
UBVIOUSLY —in Long Beach the 


Press-Telegram can do the job alone! 


Long Beach, California 


Represented | ry 


CRESMER & WwooDW ARD, Inc. 


to a long list of other models. 


es The company’s 7” table model 
with a molded cabinet will be 
priced at $119.95, the lowest-price 
set Motorola has marketed. 
Beginning in September, the 
company will open a fall magazine 
campaign, with Better Homes & 
Gardens, Fortune, House Beauti- 
ful, Life, The New Yorker, The 
Saturday Evening Post and Sunset 
included on the schedule. The drive 
will continue through December. 
In addition, announcement 
spreads will appear in a list of 
nine appliance trade publications, 
followed by two-color pages for 
the remainder of the year. News- 
papers and spot TV announce- 
ments also will be used. 
Gourfain-Cobb Advertising 
Agency handles the account. 


Shriner Will Not Return 
for Miles Laboratories 


Herb Shriner has decided not to 
return to his daily 15-minute pro- 
gram for Miles Laboratories, Elk- 
hart, Ind., over CBS this fall. The 
comedian prefers a weekly pro- 
gram with a variety format. 

Singers Curt Massey and Martha 
Tilton, who were signed as a sum- 
mer replacement, will be held over 
as regulars in the 6:30 p.m., EDT, 
spot. Wade Advertising Agency, 
Chicago, handles this show. 


G-E Sponsors Contest 

General Electric Co.’s lamp di- 
vision is offering $21,000 in prizes 
for the individuals responsible for 
the most meritorious home and in- 
dustrial planned lighting opera- 
tions placed in operation during 
1949. Entries may be submitted to 
the lamp division, Nela Park, 
Cleveland 12, until Jan. 31, 1950. 


Haines Moves to Crosby 

Ted Haines, formerly with the 
art department of Schultz & Ritz 
Advertising Agency, Portland, Ore., 
has joined the art department of 
Crosby Printing Co., Portland. 


Old Stove Round-up 


Will Be Backed by 


Record Group Drive 


New YorK—More than $454,000 
will be spent during October, No- 
vember and December in the 
largest advertising campaign ever 
planned by the American Gas As- 
sociation. 

Promoting a “National Old Stove 
Round-up Drive,” advertisements 
will run in ten consumer maga- 
zines on a staggered schedule in 
sizes ranging from half to full 
pages. 

About 400 gas utilities, 60 gas 
range manufacturers and 40,000 
dealers will participate in the 
campaign. Dealer and local utility 
advertising will bring the tota 
expenditure to more than $1,009,- 
000 during the fall season, it is 
believed. 

Announcement of the campaign 
through McCann-Erickson, New 
York, was made in conjunction 
with AGA’s recent all-day con- 
ference of promotional executives 
at the Statler Hotel. 

Among magazines on the asso- 
ciation’s schedule are: American 
Home, Better Homes & Gardens, 
Family Circle, Good Housekeeping, 
Ladies’ Home Journal, McCall’s, 
Parents’ Magazine, The Saturday 
Evening Post, Woman’s Day, and 
Woman’s Home Companion. 


Lunny Joins Foster 

Kenneth U. Lunny, formerly a 
staff writer on the Montreal Stand- 
ard, has joined the Montreal office 
of Harry E. Foster Advertising as 
a copywriter. 


Names Donahue & Coe 

Gold Medal Candy Corp., New 
York, has appointed Donahue & 
Coe, New York, to handle candy 
advertising via television and 


newspapers. 


Gs 


| hl 
} rm Wea! 
|| ih! san BRT 


Nashville Chamber of 
Commerce figures. 


Newspaper Printing Corporation, Agent 
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The '"'MONEY TOWN” of the South 


HOSMER 


| 


adds more than 


$3,000,000 


annually to the 
buying power of 
the “Money Town” 
of the South. 


Reach this prosperous | 
market through two 
great newspapers. 


Branham Company | 
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Its the personal recipe of us Wihens ho. i 
been distitling for over 50 years! 


One sniff of Our Family’s Recipe 
tells y you it’s powerful tasty! 


EN. Fa MI LY 
BLENDED WHISKEY SS 


12 YEARS APART—This copy shows the similarity of the current Wilken Family copy 

(right), with its predecessor of 1937. The 1937 copy was placed by Lord & Thomas, 

written by Jack Johnstone, and Johnstone is writing the 1949 copy for Benton & 
Bow'es. 


Wilken Family 
Copy Unchanged 
Overthe Years - 


New York—-Shortly after re- 
peal, Schenley Industr.es launched 
Wilken Family whisky through 
Lord & Thomas, with a copywriter 
named Jack Johnstone responsible 
for the copy. 

Johnstone’s folksy copy, written 
in chatty style, became a liquor 
advertising classic. He coined the 
slogan (a good example of the 
selling style): “It’s our family’s 
whisky, neighbor—and, neighbor 
it’s your price.” 

No less an authority on Ameri- 
can folkways than Lucius Beebe, 
the professional bon vivant, re- 
ferred to the ads as “true Ameri- 
can folklore.” Johnstone claims 
lyrically that people “like the idea 
that in this hustling world of grind- 
ing gears there is tucked away in 
their own country a little old fam- 
ily true to the traditions of grand- 
pa and grandma, making their 
own family’s precious recipe and 
inviting the neighbors in for a' 
friendly drink.” 

As a matter of fact, the Wilken 
family has been making whisky 
since 1886, when Harry Wilken I, 
grandfather of the present Harry 
E. Wilken who signs the ads, 
started distilling. 


a Schenley withdrew the brand 
from the market during the war, 
but put it back on the counters this 
spring. The copy, now placed 
through Benton & Bowles, is writ- 
ten by Jack Johnstone, now a B&B 
vice-president. A sample: 

“That trick of putting tastiness 
into whisky was something we 
learned off of Pa Wilken and Pa 
learned it off of Grandpa Wilken. 
All told, our family has had 60 
odd years of distilling experience. 
And you can easy figure how we’ve 
picked up a thing or two about 
making whisky tasty when we’ve 


1886 I think it was.” 

This homespun sales talk comes, 
oddly, from the typewriter of a 
man who graduated from Williams 
in 1915 with top honors for ex- 
cellence in classical languages, 
complete with Phi Beta Kappa key. 
Johnstone, now 56, once wanted to 
be a farmer, and figures polysyl- 
labic words are excess advertising 
baggage. 


ws The earlier series—and the 1949 
treatment sticks closely to the style 
of the 30s (see cut)—had an im- 
mense following. When Ma Wilken 
offered a cookbook of her favorite 
recipes, Scheniey drew more than 
500,000 requesis, and once when 
the Wilken’s collie had pups, some 
50,000 dog lovers asked for pic- 
tures of the collies which appeared 
in one of the ads. 

Johnstone lives in Connecticut, 
has three sons in college, and 
sometimes refers to his wife as 
“Ma Wilken.” 


Newspaper Copy Tested 

Prentice Hall, Inc., New York, 
is testing full-page newspaper 
space to promote its new book, 
“The Magic of Believing.” A. S. 
| Barnes & Co., New York, will fea- 
| ture its full line of sports books 
via couponed mail order ads in 
national media. Both campaigns are 
handled by John Shrager, Inc. 
New York. 


Hoyt Joins McMurphey 

Donald L. Hoyt, formerly with 
the Oregon City Banner-Couricr, 
has been appointed art and pro- 
duction director for the George 
W. McMurphey Advertising Agen- 
cy, Portland, Ore. 


Cowman to Short & Baum 


Charles W. Cowman, forme:]) 
advertising manager of Interst: te 
Tractor & Equipment Co., has 
joined Short & Baum Advertisi' £, 
Portland, Ore., as account exec.- 
tive on industrial accounts. 


Gunkel Heads WOBS Sales 

-Statiod WOBS, Jacksonvil ¢, 
Fla., has appointed R. H. Gunkel as 
sales manager and has namo 
Wayne Farrell program and p).°- 
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Sept. 11-15. Advertising Specialty Na- 
tional Association, 46th annual conven- 
tion and trade show, Palmer House, Chi- 
cago. 
Sept. 12-13. National Association of 
Magazine Publishers, 30th annual meet- 
ing, Essex and Sussex, Spring Lake 
Beach, N. J. 

Sept. 17-18. Seventh district, Advertis- 
ing Federation of America, Baton Rouge, 
La. 
Sept. 17-20. Mail Advertising Service 
Association International convention, Con- 
gress Hotel, Chicago. 

Sept. 18-20. Tenth district, Advertising 
Federation of America, Biltmore Hotel, 
Oklahoma City, Okla. 

Sept. 18-20. New York State Publishers 
Association, annual meeting, White Face 
Inn, Lake Placid, N. Y. 

Sept. 21-23. Direct Mail Advertising 
Association, annual conference, Congress 
Hotel, Chicago. 

Sept. 29-30. Newspaper Advertising 
Managers’ Association of Eastern Canada, 
second annual convention, Mount Royal 
Hotel, Montreal. 

Sept. 30. Sixth district, Advertising 
Federation of America, Racine, Wis. 

Sept. 30-Oct. 2. Inter-City Conference 
of Women’s Advertising Clubs, Cleveland. 

Oct. 6. Export Advertising Association, 
first annual convention on international 
advertising, Hotel Biltmore, New York. 

Oct. 10-11. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 10-12. Association of National Ad- 
vertisers, annual meeting, Waldorf-As- 
toria, New York. 

Oct.. 17-18. Inland Daily Press Associa- 
tion, annual meeting, Congress Hotel, 
Chicago. 

Oct. 18-19. Agricultural Publishers As- 
sociation, annual meeting, Chicago Ath- 
letic Association, Chicago. 

Oct. 19-22. Financial Public Relations 
Association, 34th annual convention, 
Edgewater Beach Hotel, Chicago. 

Oct. 20-21. Audit Bureau of Circulations, 
annual meeting, Drake Hotel, Chicago. 

Oct. 31-Nov. 3. Southern Newspaper 
Publishers Association, Mineral Wells, 
Tex. 

Nov. 4. Fifth district, Advertising Fed- 
eration of America, Indianapolis. 

Nov. 11-13. Southwestern Association 
of Advertising Agencies, Tulsa Hotel, 
Tulsa, Okla. 

Nov. 13-17. Printing Industry of Amer- 
ica, 63rd annual convention, Biltmore 
Hotel, Los Angeles. 

Nov. 29-Dec. 2. Outdoor Advertising 
Association of America, 54th annual con- 
vention, Hotel Book-Cadillac, Detroit. 

March 28-31, 1950. Premium Advertising 
Association of America, 17th annual na- 
tional premium buyers exposition and 
conference, Stevens Hotel, Chicago. 

April 11-12, 1950. Annual symposium 
and exhibit, Point of Purchase Advertis- 
ing Institute, Waldorf-Astoria Hotel, New 
York. 

June 29-July 1, 1950. National Industrial 
Advertisers Association, annual confer- 
ence, Hotel Biltmore, Los Angeles. 


Ekco Buys Diamond Silver 


Ekco Products Co., Chicago, has 
purchased Diamond Silver Co., 
Lambertville, N. J., which manu- 
factures a line of low-price silver- 
plate and stainless steel table flat- 
ware. Ekco will continue to manu- 
facture stainless steel flatware at 
its Byesville, O., plant, and will 
supply research, design and mar- 
keting assistance to Diamond, 
which will operate autonomously. 


Washburn to Pan American 


Pan American World Airways, 
New York, has named Stanley 
Washburn Jr. promotion director 
of advertising tie-ins, merchandis- 
i1g promotion and special events. 
te was formerly promotion direc- 
tor for American Air-Lines. 


| 'eyer Named by WPOR 


Harold Meyer has been named 
s ation manager of Station WPOR, 
| ortland, Me., succeeding Murray 
 rpenter, resigned. Mr. Carpenter 
© atinues as a_ stockholder and 
n »mber of the board. 
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At your dealer or write direct. 


‘HE CRAFTINT MFG. co. 
615 Collamer Ave., Cleve., O 
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|Money-Back Promise 


Features Ad Drive 
for Siegler Heaters 


CENTRALIA, Itt.—Stressing a 
money back guarantee, Siegler 
Enamel Range Co. has launched 
one of the most extensive cam- 
paigns in the history of the in- 
dustry for its automatic furnace- 
type oil heaters. 

The company will play up its 
guarantee, as well as a headlined 
promise of “$2 of oil heat for 
92¢,” with copy in 120 newspapers 
in selected markets and in Coun- 
try Gentleman, Farm Journal, Grit, 
Household, Kansas City Star- 
Weekly, Michigan Farmer, Ore- 
gon Farmer, Successful Farming, 
Wallaces’ Farmer & Iowa Home- 
stead, Washington Farmer and 
Wisconsin Agriculturist & Farmer. 

In addition, Siegler will em- 
ploy telephone directory adver- 
tising and a comprehensive direct 
mail campaign aimed at dealers, 
who are offered newspaper mats 


and radio spots on a cooperative 
hasis. 

Consumers are told in ad copy 
that the Siegler is a two-in-one 
heatmaker with a “free built-in 
Sieglermatic draft” that usually 
would cost $50 additional; and 
that if it doesn’t deliver “more 
and hotter heat over the floor than 
any comparable size heater re- 
gardless of make or price, you get 
your money back.” 

Krupnick & Associates, St. Louis, 
is the agency. 


Gumbinner Ups Goodman 
Milton Goodman has been elec- 
ted president of Lawrence C. Gum- 
binner Advertising Agency, New 
York. Formerly executive vice- 
president, he succeeds Lawrence 
Gumbinner, who has become 
chairman of the board. 


Appoints Ostrander 

Milt Ostrander, formerly with 
Schmidt Lithograph Co., San Fran- 
cisco, has joined Conley, Baltzer, 
Pettler & Steward, San Francisco, 
as coordinator of the agency’s art 
and production departments. 


Whirlpool Names LaRoche 


Paul LaRoche, formerly sales 
promotion manager in the East 
of Philco Corp., has been named 
a Whirlpool. regional sales man- 
ager for the east-central territory 
by Nineteen Hundred Corp., St. 
Joseph, Mich., manufacturer of 
home laundry equipment. 
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Brownfield Adds Duties 


Richard W. Brownfield has been 
appointed sales manager of the 
architectural division of Erie 
Enameling Co., Erie, Pa. He also 
will continue his duties as sales 
manager of the industrial division, 
a post he has held for the past five 
years. 


DISPLAYS 


Let us put our diversified facilities to work for you. 

We are creators and manufacturers of eye-arresting displays in 
plastic, wood, metal, wire, tubing, glass, masonite, cardboard— 
we reproduce your copy by litho, screen or letterpress—and we 
combine any of them to produce unusual or seemingly ‘“‘screw-ball”’ 


advertising display. 


GOT SOMETHING IN MIND? Let us assist in solving your 


problem. 


ee 
tan cae. 


Al, 


Pad aael % 


SANE IR 
don EE Eis Fs bay 


es 


et 


+ 


HOME PLANWING 


S.F.H.P.S. success Story! 


A crowd was slowly working its way through 
the rooms of the model farm home, installed by 
SucCEssFUL FARMING, furnished from store stocks. 

In the recently opened SuccessFuL FARMING 
Home Planning Service, the girl in charge and 
her assistant for the day were busy as bird dogs... 
matching materials, checking colors and catalogs. 

The store’s general manager noticed an elderly 
couple, uncertain and hesitant, who seemed to be 
elbowed away from the Planning Service desk... 
He introduced himself. “The girls have their 
hands full this afternoon. Anything I can do?” 

Well, they didn’t know . . . Been looking at 
wallpaper and curtains, and some furniture, but 
they weren’t sure how anything new would look 
... Seven rooms were a lot to fill. Their son was 
going to keep the old house, they built the new 
one for themselves, on the farm, sixty-five miles 
out from town...Could the store send somebody 
out to suggest furnishings? 

The g.m. offered his own services. The son 
called for him the following Tuesday, drove him 
out. He made two more trips later . . . The order 
totalled $10,300! 


Even manufacturers accustomed to selling 
the farm market in the past, do not realize the 
farm market of the present. A huge segment of 
the national population has had a vast advance 
in income during the last nine years. 


RAPE has ice, Son 


SUCCESSFUL 


EN 
fs 


In the fifteen Heart states which hold the 
best farms and best farmers... account for the 
majority of US agricultural production 
... the new prosperity is being 
reflected in improved standards 
of living. 

In the first two postwar 
years, the Midwest farmer 
replenished his plant. Now 
the farm home is being 
rehabilitated on a huge 
scale... by new building, 
remodeling, heating systems, bathrooms, new 
furnishings and furniture. 
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7O7AL 10.000 


In the 15 Heart states, SuccessruL FARMING 
has approximately a million subscribers, whose 
gross incomes in 1947 and 48 averaged a round 
$10,000—-$4,000 above the national farm average. 
The SF families are one of the best class markets 
in the world today . .. afford a huge volume of 
new business now and in the future to the firms 
which go after their business. But this market is 
thinly coated by general media with national 
circulation, is adequately reached only by 
SUCCESSFUL FARMING, which has won and held its 
readership by more than 40 years of service. 

Full facts, any office. ..SuccEessFuL FARMING, 
Des Moines, New York, Chicago, Cleveland, 
Detroit, Atlanta, San Francisco and Los Angeles. 
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Allyn Names Spitz & Webb 


Welch Allyn, Inc., Auburn, N. 
Y., manufacturer of diagnostic in- 
struments for the medical profes- 
sion, has appointed Spitz & Webb 
Advertising, Syracuse, N. Y., to di- 
rect its account. 


Appoints Keelor & Stites 

Schauer Mfg. Corp., Cincinnati, 
has appointed Keelor & Stites Co., 
Cincinnati, as its advertising and 
sales counsel. J. T. Nolan Jr. and 
Hayes J. Darby will be account 
executives. 


Bovril Lid. to Ronalds 

Bovril (Canada) Ltd., Montreal, 
foods distributor, has appointed 
Ronalds Advertising, Montreal, to 
handle its advertising. Newspapers 


' and radio will be used. 


New Volume on Copy 
Writing Published 
by Whittlesey. House 


New YorK—The fundamentals 
of copy writing, as Aesop Glim 
sees them, have been codified in 
a point-by-point review of the 
approach and execution of adver- 
tising copy in his latest volume, 
“Copy, the Core of Advertising.” 

In his chapter on “The Ignor- 
ance-Distance,”’ Aesop Glim sug- 
gests that copy should be construc- 
ted with attention to its arresting 
power, substantiation of the bait, 
transition to the product or serv- 
ice, missing virtues of competitive 
products, discussion of the adver- 
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tiser’s product, and should con- 
clude with a business ending. 

He also suggests an 11-point 
copy policy, with questions de- 
signed to bring out all informa- 
tion needed for writing copy de- 
signed to achieve an agreed-upon 
purpose. 

The volume is published by 
Whittlesey House, McGraw-Hill 
Book Co. The price is $3. 


Orchard & Mabry Formed 
Orchard & Mabry, 341 Madison 
Ave., New York, has been formed 
to provide facilities and general 
services for out-of-town agencies. 
Agency clients will be billed by 
retainer fee and service charge. 
The partners are Frank Orchard, 
formerly with Gardner Advertis- 
ing and Erwin, Wasey & Co., and 
Beatrice Mabry, formerly with L. 
Bamberger & Co., Newark. 


Textron Names Prince 

Textron, Inc., New York, manu- 
facturer of fabrics, has appointed 
Norman L. Prince assistant to the 
advertising manager. He has been 
production supervisor in sales pro- 
motion since March, 1948. 


Federal Reserve Figures on Department Store Sales 


WASHINGTON—Department store 
sales for the week ended Aug. 6 
were 13% below the dollar vol- 
ume for the same week of 1949. 

Even though the 1949 index ap- 
pears to be falling farther behind 
the 1949 figures with every pass- 
ing week, the latest report shows 
an improvement over the preced- 
ing week. 

The department store sales in- 
dex figure of 208 (1935-39 equals 
100) for the week of July 30, 
1949, was lower than the figure 
for the corresponding weeks in 
1946, 1947 and 1948. 

On the report for the week of 
Aug. 6, however, the 1949 index 
figure of 229 was higher than that 
for 1946 and 1947 and the trend 
probably will continue upward 
for the next several weeks. 

In using the Federal Reserve 
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PAPER FOR EVERY 
PRINTING NEED 


SATIN REFOLD ENAMEL 


Meets every requirement for 
quality : saiaton and ad- 
vertising printing—thanks to 

enamel coating, 
foldi strength and its 
ity to ink. 


WEDGWOOD OFFSET 


Superior in color, finish, and 
printability, this paper is un- 
excelled for fine lithography. 
it is available in a wide 
variety of weights, sizes and 
special finishes. 


ARIEL COVER 


Particularly effective for cata- 

covers, cards and dis- 
plays. Available in white and 
eight attractive colors, and in 
various weights, sizes and 
special finishes. 


KROMEKOTE 
For excellent reproduction 
with catalog covers, post 


packaging and labeling qual- 
ity products, this cast coated 
stock is ideal. 
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DEPARTMENT STORE 
GALES INDEX: = 


1935-39 EQUALS 100 


Week to Aug. 6, '49*..p229 
Week to July 30, ’49*..208 
Week to Aug. 7, '48*....261 
Week to July 31, ’48*....235 
Month of June, ’49....p284 
Month of June, ’48......307 


pPreliminary. 
*Not adjusted seasonally. 


Board’s department store sales 
figures as a business index, it is 
worth noting that in recent months 
department store sales have been 
lagging behind all retail sales. In 
June, for example, department 
store sales were 7% below the dol- 
lar volume for the same month 
last year, whereas sales of all re- 


tail stores were only 1% below 
the June, 1948, volume. 
In addition, Federal Reserve 


figures represent dollar volume, 
not unit volume. Since the price 
level in a number of important 
lines carried by department stores 
has dropped since last year, the 
comparison of unit volume sales 
this year and last will not show 
the large drop indicated by a dol- 
lar volume measurement. 


% Change from 1948 
Week Ending 


Federal Reserve July July Aug. 
District and City 23 30 6 
UNITED STATES —10 —il —13 


Boston District 
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Boston 
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Metropole Names Doner 


W. B. Doner & Co., New York, 
has been retained to handle the ad- 
vertising of Metropole Machine 
Corp., Long Island City, N. Y. 
maker of the Metro washer, port- 
able home washing machine. 


Erickson Joins Searcy 


Karl Erickson, who _ resignec 
from the promotion department o' 
the Portland Oregonian to estab- 
lish his own business, has joinc< 
the art department of Searcy Ad- 
vertising Agency, Portland. 


Marto Agency Joins SCAAA 


Walter Marto Advertising 
Agency, Pasadena, has joined the 
Southern California Advertising 
Agencies Association. 
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Magnavox Drops 
10° Video Set 
‘rom Fall Line 


(Continued from Page 1) 
weeks after they were previewed. 
RCA Victor’s ’49-50 line features 
our models using the 16” metal- 
coned tube, one of which retails 
tor $395—$100 less than the pre- 
vious RCA low for a 16” set. j 


s Frank Freimann, vice-president 
of Magnavox, explained why the 
company will make no more 10” 
sets in a letter to dealers. He 
wrote: 

“Recent technological and pro- 
duction developments in receiver 
and picture tube design so nar- 
row the manufacturing cost gap 
between 10” and 12%” picture tube 
sets that continuance of the small 
picture tube set is no longer justi- 
fiable. 

“It should be apparent to every- 
one realistically evaluating the 
merits of the picture size in re- 
lation to the small cost difference 
that the 10” tube is dead...Im- 
proved components and circuits 
in well-engineered receivers now 
make 10” and 12%” tubes inter- 
changeable, so that in any re- 
ceiver of a given quality the cost 
difference is only in the tube 
which, by reason of recent price 
reduction, is only several dollars.” 


s Among Magnavox’s revised 
prices, effective today, are: Met- 
ropolitan, 10” table model, $199.50, 
from $279.50; Modular, 124” table 
set, $299.50, from $349.50 and 
Chinese Chippendale, 12%” con- 
sole, $399.50 from $435. 

Mr. Freimann assured dealers 
that the company’s price guarantee 
on its sets will continue and that 
credit rebates will be made on 
merchandise shipped on or after 
May 14. 

Dealer ads announcing the new 
prices broke on Aug. 21. The com- 
pany has not completed plans for 
its own factory-paid campaign, 
which still is in the discussion 
stage. A decision is expected with- 
in the next two weeks. 


s Zenith Radio Corp. has dropped 
its 10” set from the line about two 
months ago. Its new line, an- 
nounced several weeks ago, in- 
cludes a 12” “B screen” table mod- 
el set for $269.95; a 12” console 
retailing for $339.95, and a 16” 
“C screen” console for $389.95. 

The sets listed at these prices 
contain the standard white tube. 
They are offered with the new 
“black” tube at $10 additional. 

Vlajor set makers have been em- 
phasizing “big screen” television 
in their advertising for some time. 
RCA dropped the 7” sets out of its 
line about two years ago; General 
Electric Co. never made any 
that size. This season’s most in- 
expensive G-E model is a 10” set 
in plastic priced at $239.95. Gen- 
er.| Electric reportedly is work- 
ins on an in-between model— 
perhaps an 81%” tube—for intro- 
du tion this fall. 


® lotorola’s new line of 1950 re- 
cei ers includes a 16” TV-AM-FM 
co: sole at $795; a 16” TV console 
at 3450, a 12%” aluminized tube 
re eiver for $395 and a 7” table 
m del for $120. 

eader in the line, however, is 
ex ected to be the new Motorola 
8!" table model, priced at $150 
ar | weighing less than 30 pounds. 
It 's the first 812” set on the mar- 


‘he apparent contradiction in 
tt> move toward eliminating 10” 
aid 7” or smaller sets and the 
Si nultaneous introduction of 81%” 
Se's may be explained by the feel- 
ing that television homes may 
Soon become a market for an addi- 


tional set. 

Some manufacturers believe that 
relatively small screens may be- 
come popular in the same man- 
ner as inexpensive radios—that 
they eventually find a place in the 
bedroom and kitchen. Even the 
companies which do not yet mar- 
ket 8%” sets are keeping an eye 
on this trend. If it shows any 
strength, there will probably be 
a number of such sets placed on 
the market by early 1950. 


ws Philco still markets a 7” set, 
but James Carmine, executive 
vice-president, has indicated that 
his company will concentrate on 
the output of receivers in the 97 
square inch (about 12”) class, 
priced from $259.95 to under $500. 
Philco’s 10” set (61 square inches) 
retails for $229.95, compared with 
$199.95 for its 7” model. 

Crosley division of Avco Mfg. 
Corp. put a 7” portable, designed 
for the seasonal trade, on the mar- 
ket two months ago. It sells for 
$179.95. Crosley’s most inexpensive 
10” receiver is a table model for 
$269.95. The new line, to be in- 
troduced at an unannounced date, 
is expected to be somewhat lower 
priced than current models. 

Hallicrafters, which showed its 
new line at the summer furniture 
market, on Aug. 12 announced 
prices on the five sets. Leader in 
the line is a 10” table model set 
for $189.95. Other receivers in- 
clude a 12” table model for $239.95, 
and a 16” table model, priced at 
$319.95. Last January it announced 
its first big price cuts (AA, Jan. 
31). 

Hallicrafters points out that the 
new prices are lower by $30 to 
$80 than on its previous sets. Also, 
all new models have built-in an- 
tennas and one knob controls both 
contrast and brightness. 

Emerson Radio & Phonograph 
Corp. offers a 7” model at $129.95; 
a 10” set at $199.95 and a 12%” 
set at $249.50. The latter is being 
most heavily merchandised. 


s Admiral Corp. is making a 7” 
table set which retails for $169.95. 
Last year’s corresponding model 
sold for $189.95. A 10” table con- 
sole sells for $229.95—just $70 
less than Admiral’s 12%” counter- 
part. 

Garod Radio Corp. withdrew 
from the 7” market a few months 
ago. This manufacturer, who now 
offers a 10” set for $199.95, reports 
that 12 and 16” receivers are mov- 
ing best. 

Pilot Radio Corp.’s tiny screen 
portable—picture size somewhere 
between that of a playing card and 
cigaret pack—which got so much 
publicity when it was introduced 
as TV’s most inexpensive set at 
$99.50, has been off the assembly 
line for about six months. How- 
ever, the company says it has not 
been taken out of the line. Pilot’s 
lowest priced set now in produc- 
tion is a 12%” model with FM 
radio priced at $269.50. 


RAYTHEON WILL MARKET 
TV SET LINE IN FALL 


New YorK—After two and a 
half years of experimental work 
and test sales in selected markets, 
Raytheon Mfg. Co. has introduced 
a television set line in all major 
markets. 

Manufactured by a subsidiary, 
Belmont Radio Corp., Chicago, the 
line includes a 7” table model 
priced at $130; a 10” table model 
for $200; a 10” table model with 
a circle screen for $230; a 12” con- 
sole for $280, and a 16” table model 
for $290. 

The sets will feature a _ built- 
in aerial and single control tuning 
system. 

Raytheon will protect all deal- 
ers and distributors against list 
price changes and expects to 
launch an advertising drive in ma- 
jor TV markets this September. 
National advertising will follow 
after distribution is established. 


NEW VEHICLE—Nancy Sasser’s ‘’Buy-Lines,” heretofore in newspapers, will appear 
this way in the Ladies’ Home Journal starting in October. In the Saturday Evening 
Post it will take a page. 


Broadcasters 
Protest FCC's 
Giveaway Ban 


(Continued from Page 1) 
means of the scheme.” 

FCC said the rule is for the 
“guidance of broadcast licensees 
and other interested persons.” It 
claims the adoption of the general 
rule is best for those who have 
property interests in giveaways, 
since it will clear the way for a 
court test “without the expense, 
delay in time and licensee jeopardy 
which would be involved” if the 
commission proceeded on a case- 
by-case basis. 

The three-man majority is less 
than a majority of the full seven- 
man commission. Chairman Wayne 
Coy, who has been in Europe, and 
Commissioners Rosel Hyde and 
Robert Jones did not participate 
in the decision. 

Commissioner Frieda Hennock 
said in a dissent that the commis- 
sion’s decision is the first instance 
in which a scheme has been called 
a lottery when the sole considera- 
tion supporting it is nominal or 
other than the payment of some- 
thing of value. 

She said FCC should have left 
the matter to the courts, or brought 
the problem to the attention of 
Congress or the Department of 
Justice “for any action which 
they may deem appropriate.” 


s The rules classify as lottery any 
prize program in which: 

1. Winners are required to 
furnish money or something of 
value, or to have in their posses- 
sion any product sold, manufac- 
tured, furnished or distributed by 
the sponsor. 

2. Winners are required to an- 
swer a question where the answer 
or aid in answering is given on a 
program broadcast by the station 
in question. 

3. Winners are required to an- 
swer the telephone in a prescribed 
manner or with a_ prescribed 
phrase, or write a letter in a pre- 
scribed manner or containing a 
prescribed phrase, if the instruc- 
tions for answering or writing 
have been broadcast over the sta- 
tion. 


To Smith, Smalley & Tester 


Robert Creech Myers, who for 
the past four years has been vice- 
president of Fries & Schuele Co., 
Cleveland, and before that with 
Erwin, Wasey & Co., New York, 
has been named director of copy 
and merchandising of Smith, Smal- 
ley & Tester, New York, effective 
Sept. 1. 


Switch Two McK-R Accounts 


Benton & Bowles, New York, has 
resigned the advertising accounts 
of McKesson & Robbins’ Tawn 
toiletries and Tartan sun lotion. 
Ellington & Co. will handle Tawn, 
and J. D. Tarcher & Co., Tartan. 


The changes are effective Sept. 1. 


N. Y. Video Leader 
Is ‘Toast of Town’ 


New YorkK—“Toast of the Town” 
was New Yorkers’ first choice in 
nighttime TV entertainment dur- 
ing the week of Aug. 1-7, Pulse, 
Inc., reports. Eddie Albert was 
guest emcee for the top-ranking 
night telecast of the CBS program 
during Ed Sullivan’s vacation. 

The favorites: 

Toast of the Town (sustaining), CBS ..36.0 
Original Amateur Hour (Old Gold), 

DuMont 
Kraft Theater, NBC 
Godfrey and His Friends 

(Chesterfield), CBS .cccccccccscccsccsscosssecssees 8 
Fireball Fun for All (Buick), NBC ....25.9 
Stop the Music (Admiral, 

Old Gold), ABC 0 
Yankees Baseball (P. Ballantine), 

a ti eS, ht AA SIE 24.2 
Break the Bank (Bristol-Myers), ABC..20. 
Crusade in Europe (Time, Inc.), ABC 19.8 
a Playhouse (sustaining), 


ROBERT S. HALPER 


DALLas—Robert S. Halper, pres- 
ident of Robert S. Halper Adver- 
tising Co., died Aug. 9 following 
a heart attack. 


McCormick Pays $4,500,000 
to Buy ‘Times-Herald’ 


An accounting of the estate of 
the late Eleanor (Cissy) Patterson 
revealed last week that Col. Rob- 
ert R. McCormick paid $4,500,- 
000 in cash for the assets of the 
Washington Times-Herald. Under 
terms of Mrs. Patterson’s will, the 
newspaper had been owned by 
seven of its key executives. 

According to papers filed by 
executors in the district court here, 
Mrs. Patterson’s estate was valued 
at $15,566,757.30. The major por- 
tion consisted of 272% units of 
stock in the McCormick-Patterson 
trust, which owns the Chicago 
Tribune, New York Daily News 
and other interests. The stock is 
valued at $35,000 a share. 


University Publishes 
Data on Southern Illinois 


“Southern Illinois,” published by 
the University of Illinois Press 
in Urbana and prepared by the 
Executive Committee on Southern 
Illinois, gives the resources and 
potentials of the 16 southernmost 
counties of Illinois. 

The book includes information 
on the history and culture of the 
counties, plus population trends, 
labor supply, and government or- 
ganization and taxation. In addi- 
tion, data on the agricultural and 
business conditions are given. 
“Southern Illinois” is available 
at $2 for a paper-bound copy and 
$3 for a cloth-bound copy. 


Steel Founders Group 
Plans Advertising Effort 


Steel Founders’ Society of Amer- 
ica, Cleveland, has appointed Bay- 
less-Kerr Co., Cleveland, to handle 
its advertising, and Ira Mosher 
Associates, New York, as public 
relations counsel. Society mem- 
bership embraces 90% of the steel 
casting industry’s productive ca- 
pacity in the U.S. and Canada. 

The association plans an inten- 
sive direct mail campaign, plus 
technical and trade publication ad- 
vertising, with individual members 
supporting the program with their 
own business paper and newspa- 


per copy. 


‘Buy-Lines’ Will 
Carry 15 Ads in 
October ‘LHJ’ 


New YorK—‘‘Buy-Lines by Nan- 
cy Sasser” will bow in magazines 
when the editorialized advertising 
column appears in the October is- 
sue of Ladies’ Home Journal and 
the October 15 issue of The Satur- 
day Evening Post (AA, June 13). 

The first column in the Journal 
will run one and one-half pages 
and carry 15 advertisers, and in the 
Post will run one page, with ten 
advertisers. 

The Sassers, Phil and Nancy, 
partners in the enterprise, believe 
that “the magazine column will 
add national impact to the terrific 
local impact of the newspaper col- 
umns.” 

The revived “Housewife’s Spe- 
cial” newspaper column, concerned 
with food and household products, 
now appears in 88 Thursday after- 
noon or Friday papers with near- 
ly 16,000,000 circulation. The Sun- 
day column, discussing all types 
of products from Toni to Chevro- 
lets, has 65 papers with a circula- 
tion of nearly 17,000,000. 


s Advertisers in the magazine col- 
umns pay the regular line rate 
plus 25%, just as in newspapers. 
Journal advertisers may take 6, 9, 
or 12 insertions, with a minimum 
of six. For the Post it is 13, 26 or 
52 insertions. 

Different advertisers appear in 
each magazine, but many of them 
came over from the newspaper col- 
umns. Advertisers using the first 
magazine column include Amer- 
ican Home Foods, Knox Gelatine, 
Kreml, and Libby, McNeill & Lib- 
by. 
While the magazine columns will 
have layouts to establish an iden- 
tity with the newspaper “Buy- 
Lines,” the Journal column is di- 
vided into three sections: ‘“Per- 
sonally Yours,” dealing with per- 
sonal items such as Toni; “Home- 
making Hints,” discussing products 
like cabinets, Frigidaires, etc., and 
“Fun with Foods,” mentioning 
frostings, Knox Gelatine, and sim- 
ilar products. 


= The purpose of the magazine 
“Buy-Lines,” as with the news- 
paper column, is to bolster read- 
ership of the copy which accom- 
panies display advertising. “Buy- 
Lines,” as Mr. Sasser puts it, “adds 
readership of the copy story to 
what the advertiser is doing with 
a display ad.” Maintaining a di- 
versification of products in the 
column, he says, assures a steady 
perusal by women readers. 

The soundness of this approach 
has been supported by the success 
of “Buy-Lines.” Started in 1941 
with a small capital by Nancy 
Sasser, it has grown 1,600% since 
then in dollar revenue according 
to an organization report. In for- 
mat and treatment, the columns 
have changed little, though the 
“Housewife’s Special’ was added 
in 1946. 


s “Buy-Lines” will appear only in 
the Journal and the Post for the 
present, though there is no ex- 
clusive arrangement with Curtis. 
Future use of other magazines, ac- 
cording to the Sassers, naturally 
depends on the outcome of this 
first venture. 


Lever Names Watermulder 


Louis F. Watermulder, formerly 
treasurer of Quaker Oats Co., has 
been named administrative vice- 
president of Lever Brothers Co., 
Cambridge, Mass., effective Sept. 
20. He will supervise and coordi- 
nate the activities of the director 
of personnel and public relations, 
the treasurer, and the secretary 


and general counsel. 
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3 Congoleum-Nairn 
Lines to Be Pushed 
in 1,000 Newspapers 


Kearny, N. J.—Congoleum- 
Nairn, Inc., manufacturer of tile 
and linoleum products, will place 
15 advertisements in more than 
1,000 daily newspapers in a local- 
ized campaign beginning Sept. 12. 
The series will appear over a five- 
week period. 

Promotion will be equally di- 
vided between Gold Seal Con- 
goleum, Congowall and Nairn in- 


laid linoleum. Ads for Congoleum 
emphasize wearing quality, Con- 
gowall insertions show applications 
of the product to kitchens and 
bathrooms, and Nairn ads are di- 
rected to those with new linoleum 
in mind. 

The print schedule covers 826 
cities, insertions differing in size 
with the particular market. 

Congoleum-Nairn dealers with- 
in the area of newspaper coverage 
will get brochures showing the en- 
tire series, complete with insertion 
dates, mats and point-of-sale ma- 
terial. Wholesalers’ salesmen are 


being equipped with a merchandis- 


THE PROOF 1S IN THE REPRODUCTION! 


x ghia, BoP 

HWOTO ENGRAVING - 
622 W. LAKE STREET “a 
CHICAGO 6, ILLINOIS Py 


PHONE OGARBORN £-6375 a 


ing portfolio, and dealers may or- 
der material for delivery before 
the campaign opens. 

McCann-Erickson, New York, is 
the agency. 


Will Hold Golf Outing 


About 125 members of the Chi- 
cago Dotted Line Club will enter- 
tain about an equal number of ad- 
vertising agency executives at the 
annual golf outing of the club Sept. 
9 at Elmhurst Country Club. The 
Dotted Line Club is composed of 
representatives of member publi- 
cations of Associated Business 
Publications. 


Names Orlee Sorensen 


Orlee W. Sorensen has been 
named Pacific Coast representative 
of Mutual Transportation, Inc., 
newly formed national company 
representing transit advertising 
companies. Mr. Sorensen will 
make his headquarters in San 
Francisco. 
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TIE IT UP—Starting Sept. 1, 24-sheet posters and car cards for Hyde Park Breweries 

Association, St. Louis, will carry “doodle” illustrations and follow the general style 

of the brewer's newspaper ads. The Chicago office of McCann-Erickson handles 
the account. 


Becker & Lush Adds Canyock 


Robert A. Canyock, formerly in 
the advertising department of Film 
Daily, has been added to the copy 
staff of Becker & Lush, New Hav- 
en, Conn., agency. 


when 


Television 


happens 


to radio? 


Do television owners turn on the radio when there are no 


television programs? Do they continue to listen to top radio programs? 


515 Madison Avenue, New York 22, N. Y. . 


Do women stop their housework to look at television? 
You will get a quick picture of what has happened to the radio-TV 
picture in New York—and is happening fast all over the country- 
from an analysis just prepared by the Du Mont Research Department. 
You ought to know the facts before you make up next year's advertising 
budget. A note or a phone call will bring them. 
Remember— Du Mont is the one television network that cares to 
release these facts, because Du Mont is exclusively in television. 


¢ &* ae ae 
ol} MINT America’s Window on the World 
e€ 


Two f 


Phone MUrray Hill 8-2600 ° 


Copyright 1949, Allen B. Du Mont Laboratories, Inc. 


Bruce Publishing 

Co. Founder, 93, 
Dies in Milwaukee 
MILWAUKEE—William George 
Bruce, 93, president of the Bruce 
Publishing Co. and an outstanding 
Catholic layman, died Aug. 13 
after a three-week illness. 

The elderly publisher founded 
the American School Board Jour- 
nal in 1891 and edited it almost 
until the time of his death. He like- 
wise introduced Industrial Arts 
and Vocational Education, Hospital 
Progress and Cuthglic School Jour- 
nal.. The four publications formed 
the foundation of the Bruce Pub- 
lishing Co., now one of the coun- 
try’s largest publishers of text and 
trade books and Catholic publica- 
tions. 

Early in his career, Mr. Bruce 
served 11 years with the Milwau- 
kee Sentinel, as advertising direc- 
tor and assistant business manager. 
He had been appointed to the Mil- 
waukee school board and decided 
there was a real need for a publi- 
cation devoted to the problems of 
school board members and direc- 
tors. With his life savings of $600 
he founded the American School 
Board Journal in March, 1891. 


ws In 1916, Mr. Bruce introduced 
Industrial Arts and Vocational Ed- 
ucation and began publishing tech- 
nical, craft and text books. The 
company was incorporated in 1917 
and three years later brought out 
Hospital Progress, as well as its 
first book for the Catholic trade 
market. 

The company, now in its second 
quarter-century of Catholic pub- 
lishing, lists almost 1,400 titles 
which, with reprint editions of 
many of them, raise its total to 
about 4,000 book printings. 

The publisher was honored by 
civic and church authorities for 
his charitable undertakings and 
in 1947 was awarded Notre Dame 
University’s Laetare Medal and 
the Holy Name Society’s Verce'!li 
Medal. 


FRED L. CRANE 

ELIzaBETH, N. J.—Fred L. Crane, 
61, chairman of the board and 
former publisher of the Elizabe'h 
Daily Journal, died Aug. 16 after 
a long illness. He was at one tire 
on the engineering staff of t.¢ 
Westinghouse Machine Co., Pit's- 
burgh, and served as a statistici in 
for the West Penn Traction (0. 
of that city. 

Mr. Crane began his career 
the Elizabeth Journal as assistént 
business manager in 1920, aid 
succeeded his father, Augustus 5 
Crane, as publisher upon the | t- 
ter’s death in 1923. He contin: 2d 
as publisher for 25 years. 


E. M. CLAYPOOL 

Cuicaco—E. M. (Bert) Clayp: >, 
57, who established his own pi °- 
lic relations organization, B 


Claypool & Associates, here |‘! 
February, died in Michael Re s¢ 
Hospital Aug. 14. 

Mr. Claypool, a former ne\ s 
paper man, served as public re 4- 
tions officer of the Illinois Cent al 
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formed his own company. He was 
reasurer and a director of the 
‘hicago chapter of the Public Re- 
ations Society of America, and 
‘so was a charter member and 
ormer president of the Publicity 
‘lub of Chicago. 


JOUGLASS M. ALLEN 


CINCINNATI—Douglass M. Allen 
sr., 58, president of Allen-Heaton- 
UicDonald, Cincinnati agency, died 
in Deaconess Hospital Aug. 11 fol- 
owing a heari attack. He had been 
ill for more than two weeks. 

Mr. Allen at one time headed 
Prather & Allen, another Cincin- 
nati agency, and later took over 
the presidency of Procter & Col- 
lier Co. The latter agency went 
out of business in 1934, when with 
Lee Dav.s and Templeton Briggs 
he formed the Douglass Allen-Lee 
Davis Agency. It later became Al- 
len-Heaton-McDonald. 


CHRISTOPHER BROOKS 


New YorK—Christopher Brooks, 
52, associate editor of Good House- 
keeping, died Aug. 15 following 
a heart attack. He had been as- 
sociated with the magazine for 
more than 20 years. Before join- 
ing Good Housekeeping he did 
sales promotion work for the 
Guardian Life Insurance Co. 


W. CAREY DOWD JR. 


CHARLOTTE, N. C.—W. Carey 
Dowd Jr., 55, former publisher 
of the Charlotte News, died of a 
heart ailment in a hospital here 
Aug. 13. Mr. Dowd worked in the 
newspaper publishing plant trom 
boyhood and rose through edi- 
tor.al and business positions to be- 
come publisher at the time his 
tather died in 1927. He soid the 
a.ternoon daily to Thomas L. rob- 
inson in January, 1947. 


RAYMOND E. NEVIUS 


CuiIcaGo—Raymond E. Nevius, 
47, plant superintendent for Gen- 
eral Outdoor Advertising Co. here, 
died in his home Aug. 17. 


GUY H. ROBINSON 


Cuicaco—Guy H. Robinson, 70, 
one o: the pioneers in development 
0: silk screen printing and founder 
of the G. H. Robinson Co., died 
in his home here Aug. 14. Mr. 
Robinson had sold his interest in 
the company and retired early 
this year. 


RIPLEY W. ROGERS 


BUFFALO—Ripley W. Rogers, 49, 
vice-president and general man- 
ager of Sharpe, Inc., subsidiary of 
Owens-Illinois Glass Co., died 
Aug. 11 following a heart attack. 
Mr. Rogers, who joined Owens- 
Illinois in 1928, was made vice- 
president and sales manager of 
another subsidiary, Libbey Glass 
Co., in 1938. More recently he had 
served as sales manager of the 
industrial and electronics division 
of! Owens-Illinois’ Kimble Glass 
division. 


C BRADFORD CORBIN 

Nicuitra—C,. Bradford Corbin, 
monager of market research for 
th Coleman Co., died here Aug. 
9 following a brief illness. Mr. 
Co-bin, who was 55, joined the 
Co eman organization in 1938 and 
In 1942 organized its market re- 
se: rch department. 


Fc 'rbanks Names Winecoftf 


Jat Winecoff has been named 
he id of the Pacific Coast sales di- 
vi ion of Jerry Fairbanks, Inc., 
H llywood. He will be in charge of 
a .ewly created department that 
w 1 aet as liaison between the 
bi oducer and agencies in the han- 
ding of the company’s new film- 
is vechnique (see Page 40), and 
W | head Fairbanks’ local video 
a! 1 commercial film sales. Fair- 
bi aks Music Publishing Co., a sub- 
Sl lary, will continue to be under 


Trademark Policing 
Service Broadened 


New YorK—Trade Mark Service 
Corp. has expanded its facilities 
to include a new trademark polic- 
ing service. Trademarks placed 
under the organization’s vigilance 
service are searched to discover 
any conflicting registration or use. 

Thereafter, during the life of 
the contract, each mark is checked 
regularly against (a) all new fed- 
eral records; (b) régistrations in 
various states as received by its 
agent in each state capital; (c) 
official publications of certain for- 
eign governments; (d) common 


law use appearing in various trade 
journals, magazines, newspapers 
and other media; and (e) corporate 
titles, business symbols and com- 
mercial devices. 

The organization’s field men re- 
port on the misuse of trademarked 
products advertised, displayed and 
sold in their respective territories, 
and are alerted to subscribers’ 
trademarks. 

Evidence of imitation, similarity, 
exploitation and unauthorized use 
is reported upon detection. All fa- 
cilities and services outlined above 
are included in supplemental pe- 
riodic reports continued through- 
out the year, and exact copies of 
all conflicting references, and 


samples of products, where ob- 
tained, are forwarded to the sub- 
scriber. 

In addition, subscribers are sup- 
plied with a vigilance seal for re- 
production on advertising copy, 
or wherever the trademark ap- 
pears. Annual charge for the serv- 
ice is $250 for each trademark. 


Docker Appoints Tissler 


Joseph J. Tissler, who formerly 
operated his own agency in New 
York, has been appointed an ac- 
count executive of Charles Docker 
Co., San Francisco. Hope Brocchini, 
formerly with Kreidt & Myers Ad- 
vertising, San Francisco, has joined 
the publicity department. 
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United Promotes O’Hern 

William O’Hern has been named 
district publicity manager of 
United Air Lines in Los Angeles, 
succeeding Arthur La Vove, who 
resigned to become public rela- 
tions manager of Pan American 
World Airways in Los Angeles. 
Mr. O’Hern was formerly assistant 
to Mr. La Vove. 


BUYS EYES for WISE GUYS! 


Mark'Andy Point-of-Sale Stickers are’ 
BABY BILLBOARDS that catch the eye 
where they buy. No wetting . . . they're 
FREE STICKY... they sell anywhere. Printed to 
your order. Millions sold. Write MARK’- 


ANDY, Inc., Dept.AA1, St. Louis 22, Mo. 
for details, samples. Do it, todey! 


M Winecoff’s general supervi- 
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your premium: 
promotion suffers... 


Say good-by to good will if your mail-away 
premium offer isn’t handled in a hurry. 


Housewives and kiddies who send in their 
coins and box tops want their premiums in a 
reasonable length of time. When they don’t get 
them, you’re on the receiving end of an avalanche 
of mail charging carelessness, neglect, and even 
fraud. This extra mail not only complicates the 
handling, but, much worse, destroys the good will 
engendered by the offer. No good will, no repeat 


sale of the product. 
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350.E.22nd ST. 
-HICAGO 16,1LL 


There’s one way to avoid all this—let Don- 


nelley do the job for you. 


When you get letters like 


For with the many problems that can arise on 
a premium offer, it’s wise to have Donnelley ex- 
perience behind you from the beginning. And 
most important, you can be sure that premium 
requests will be handled promptly. 


Your nearest Donnelley office will gladly dis- 


cuss your next premium promotion. 


Call or 


write when you start planning. 
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‘Living’ Enlarges Staff 


Doni Donovan, formerly with B. 
Altman & Co., has joined the in- 
terior decoration department of 
Living for Young Homemakers, 
New York. William Hague, for- 
merly associate editor of Tide, and 
Nora Hammesfahr, formerly with 
Fred Eldean Organization, have 
become merchandise editors. Mi- 
chael Lowe, formerly with Conde 
Nast Publications, has been named 
art director. All are newly-created 
positions. 


Sumner Adds Excelsior 

G. Lynn Sumner Co., New York, 
will handle the account of Excel- 
sior Laboratory, Atlantic City, 
maker of Gosewisch’s garlic tab- 
lets, effective Sept. 1. Firestone 
Advertising Agency, New York, 
formerly had the account. 


(Advertisement) 


“MIRACLE OF AMERICA” 


Here is a show that is as new as 
tomorrow, yet as old as our country 
and the faith by which it lives. A 
dramatic panorama of American 
life and the forces and motives 
which mould and make the char- 
acter of our nation. A story of 
American democracy as typified 
by the average American town of 
Middleton, U.S.A.—and its people 
.. .which might be you and I. Each 
show portrays a different phase of 
American life, with all its experi- 
ences, adventures and triumphs, 
presented in a bold, yet realistic 
manner. The show is completely 
network produced, scripted, and 
acted in quarter-hour package 
shows. This syndicated, open-end 
thirteen week series is a package 
that is alive and current to us all. 
Audition records are available. 
Write to ROBERTS RADIO PRO- 
DUCTIONS, 25th Floor, David 
Broderick Tower, Detroit 26, 
Michigan. 


Reynolds ‘Report 
Card’ Launches 


Printasign Drive 


New Direct Mail Series 
Features Photos, Tips 
to Store Executives 


Cuicaco—A _ promotion-minded 
millionaire who never runs out 
of ideas, Milton Reynolds of ball 
pen fame, has come up with a 
new direct mail campaign—on the 
typical Reynolds scale—to stimu- 
late sales of his Printasign. 

Printasign is less well known 
to the consuming public than the 
Reynolds pen, principally because 
the sign-printing equipment is 
used, instead of sold, by depart- 
ment stores. But it’s been on the 
market for the past 20 years, long 
before Mr. Reynolds merchandigsed 
pens by the millions and then 
abandoned the market. 

Printasign Corp. of America, 
which Mr. Reynolds founded and 
which has just been changed to 
Reynolds Printasign Co. early 
this month started a series of 
weekly mailings to department 
store executives that has already 
achieved unexpected results. 


s The initial mailing to Printasign 
clients and prospects included a 
9x12” envelope in which was en- 
closed a 7x11” card punched for 
filing, and three 2” metal rings, 
in a handy cloth sack, to be used 
in binding a year’s supply of week- 
ly cards. 

The first card carried actual 
snapshots of Milton Reynolds, 
chairman, and Stan Schary, pres- 
ident, glued to the card. A per- 


DYNAMIC NEW MEDIUM 


FOR RICH QUAD-CITY MARKET! 


tll help you find new 
wealth in the Quad-Cities. 


Now — for the first time — comic- 
section color ads are available in 
the wealthy Quad-City market! Lil 
Abner . . . Flash Gordon . . . The 
Lone Ranger . . . eight full pages 
of America's favorite comic strip 
characters will carry your message 
in four-colors in The Democrat and 
Leader. The Democrat is the only 
Sunday newspaper published in the 
entire Quad-City area. Ever-popu- 
lar comics in the Democrat will 
mean extra circulation for your 
black and white ads too. 


Write for Particulars! 


THE DAVENPORT NEWSPAPERS 


The Daily Times , 


Davenport, lowa 
‘Represented by Jann & Kelley, Inc. 


CHANGES APPEARANCE—Upper photo shows a painted bulletin for Reed Candy 
Co., erected by General Outdoor Advertising Co. in Chicago, under daylight or 


conventional white light night conditions. 


as it appears at night when the white light source is cut off, and its fluorescent 
painted surface is exposed to black light. 


sonal message from Mr. Schary 
explained that the ensuing series 
of “Reynolds Report Cards” would 
carry suggestions and ideas for 
making more department store 
profits by building more trans- 
actions from the traffic in the 
store. Addressees were urged to 
bind the card into a reference file, 
since succeeding cards would be 
sent as 7x11” postals, without the 
envelope. 

Mike Hirsch, Reynolds’ sales 
promotion director, estimated that 
the first mailing to 10,000 key 
executives of department stores 
cost approximately 15¢ per piece, 
a not inconsiderable sum for di- 
rect mail. It took all the available 
binding rings and Horder’s, Inc., 
the largest supplier, sent a rush 
order off for additional stocks. 
Because of the overwhelming re- 
sponse to the projected series, said 
Mr. Hirsch, an additional 5,000 
department store owners, mer- 
chandise managers, advertising 
and display managers will be 
added to the mail list. 


w The second card in the series 
carried a photograph “From Milt 
Reynolds’ Scrapbook” showing 
President Truman at the capital 
airport seeing the Chicago manu- 
facturer off on a search for the 
world’s highest mountain, in Chi- 
nese Tibet. Reynolds has already 
purchased a quarter of a million 
prints for the program ahead, 
which will show snapshots of his 
explorations to the headwaters of 
the Amazon, his adventures in the 
South Pacific, his record-breaking 
flight around the world with pilot 
Bill Odom, and other exploits. 

The face of each card reprints 
a laugh-provoking “Pip,” related 
to merchandising, while it is ex- 
plained that “PIPS” means “Print- 
asign Impulse Purchase System.” 
Through the series Reynolds hopes 
to boost equipment sales to thou- 
sands of present users, as well 
as add new department stores and 
other retailers. 

Reynolds built his fortune with 
the Printasign, automatic equip- 
ment used by stores to print signs, 
quickly and economically, for store 
windows, showcases and counters. 
Since it sells at $3,000, the unit is 
merchandised to stores on a per- 
sonal contact basis by the com- 
pany’s sales staff. The new “Re- 
port Cards” have already brought 
in a record number of requests 
for demonstrations, Mr. Hirsch 


said. Extra help has been added 


to handle these requests. 


a Some respondents, he added, 
have written to ask who within 
the store authorized the “sub- 
scription” to the new mailing 
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GOA Ready to Push f 
J 
Fluorescent Black 
* = . 
Lighted Bulletins [ 
Cuicaco—Fluorescent black 
lighted bulletins received a major 
pEprenminy share of attention at the lores : 
" il sales meeting of General Outdoor 
Minty, Smo’ Advertising Co. here Monday and 
sei Tuesday. 
Bill Lawrence, head of GOA’s h 
paint division, told the story of , 
the Chicago headquarters’ tests of 7 
fluorescent boards, and exhibited - 
a board for Reed Candy Co., which ff ‘¢, 
was erected following two months , 
of paint and light pretesting, su- .. 
pervised by GOA’s experimental! oa 
chief, George Myers. . 
Although black lighted fluores- | Wy 
cent paint has been experimented ie 
with in the industry for several! 
years, pigments and techniques e 
have never been fully satisfactory ia 
from the standpoint of color values, the 
ability to withstand weather, costs, the 
etc. Now, Mr. Lawrence empha- fer 
sized, GOA’s tests indicate that NE 
ae painted with Luva-lite § .. 
uorescent paint, product of Law- 
So Baer Gate ome Se eH tee Chemicals, Aan meet all the § ,., 
necessary requirements, and will the 
enable the outdoor industry to I 
service and what it costs; or ask- itm os 
ing how the full series can be ob-| Successfully stable fluorescent § .. 
py and adding: Please bill! brushing paints and low cost black we 
ee or merneid P ‘ lights are ready to handle any § tp, 
on r. Reynolds dropped out of the|type of outdoor installation, Mr. ten 
all pen market a year and a half|/{awrence said, adding that full “gS 
ago when competitors crowded in| details will be made available to ff >. 
with offerings retailing at no more| 41} GOA branches immediately De 
than 29¢ and 39¢. However, eight! In most instances, the fluores- he 
factories overseas are still pro-| cent boards are handled by inter- bee 
ducing and selling Reynolds pens.| mittently cutting off the white ] 
Although the Printasign is the/ light, thus permitting the fluores- . 
basis of his fortune, it’s likely|cent paint to “flash” on and off. at 
he'll be back in the general con-| While the white light is on, the |‘. 
sumer market this fall with an ex-|poard has a normal lighted ap- = 
panded campaign for the com-| pearance wa 
paratively-new Reynolds Video , tho 
lighter, a plastic, cottonless light- ms 
er retailing at $3.85. Reynolds ’ -" 
backed this item with a $150,000 WHAT’S GOING ON? whi 
promotion last Christmas. | 
© Manulacturers ond thels advertising ff '°S: 
encies xpensi' i 
Cline Opens Art Service pf By Fn le 
Mahlon A. Cline, formerly art} publicity, for making research and 
director of William E. Rudge’s| market studies, for maintaining com- jf '°P 
Sons, has opened his own art di-| Petitive advertising files and for de- wis 
rection and typographic design| Yeloping sales prospects on certain tise! 
consulting service, with offices at types of products and services. T 
55 W. 42nd St., New York. Mr.| New Booklet No. 10 “How Business Uses § Ma: 
Cline also is chairman of the ad- Clippings” tells the whole story “Ste 
vertising department of the eve- ’ rj 
ning art school of Pratt Institute, actirnries — SUN = 
Brooklyn, where he has been an PAPERS Wy partes Pree ot 
instructor in design and advertis- S50 Sa BRdschams b6. Chimes 2 7. 
ing layout since 1934. ; . oa 
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Court Fight on 
Giveaway Rule 
Promised by ABC 


(Continued from Page 1) 

National Broadcasting Co. es- 
chewed giveaways for’ several 
months after the original FCC 
announcement that it would in- 
vestigate them as possible lottery 
offenders. However, a few weeks 
ago (feeling FCC had changed its 
mind) the much-ballyhooed Lou 
Cowan package, “Hollywood Call- 
ing,” went on the air with Gruen 
Watch Co. as sponsor of half the 
hour show starting Sept. 4. 

NBC has six audience partici- 
pation shows with prizes for the 
right answers but only two of 
them—“Hollywood Calling” and 
the Chesterfield Supper Club—of- 
fer their loot to the home audience. 
NBC’s Ralph Edwards’ super give- 
away schemes to build his ratings 
on P&G’s “Truth or Consequences” 
two seasons ago helped to start 
the current rage. 

Nine radio and video shows on 
the Columbia Broadcasting Sys- 
tem use the dispensing of prizes 
as a major part of the entertain- 
ment format. Included are four— 
three radio—which telephone lis- 
teners. One is a summer sustainer, 
“Spin to Win”; the others are 
DeSoto’s “Hit the Jackpot” and 
“Sing It Again,” part of which has 
been sold to Arrid. 


s Probably least directly affected 
by the FCC edict is Mutual Broad- 
casting System, which has some 
eight giveaway programs, none 
with a telephone gimmick, al- 
though Mail Pouch’s “Fishing and 
Hunting Club” does from time to 
time make prize offers to listeners 
who write in. 

Still to be determined by the 
legal experts is the effect the com- 
mission’s action will have—if any 
—on premium offers of the box 
top variety which have long been 
a widely used tool of radio adver- 
tisers. 

The top giveaway producer is 
Mark Goodson, who produces 
“Stop the Music” in partnership 
with Louis Cowan, and with Will- 
iam Todman owns “Hit the Jack- 
pot,” “Winner Take All,” “Spin 
to Win,” and “Beat the Clock.” 
All but “Beat the Clock” involve 
telephoning. 


s Mr. Goodson told AA he felt 
producers would take no action 
on the FCC ruling, and that it is 
“a network matter.” The producer 
thinks FCC has no right to out- 
law the shows, that the ruling de- 
nies the right of license in pro- 
gram selection to the stations, and 
that listeners will “fight the battle 
for us.” 

“Millions of people like the 
shows,” Mr. Goodson said, “or 
they would not tune them in.” He 
pointed out that the matter of lot- 
tery revolved around whether lis- 
tening to a radio show and answer- 
in. a question involved “considera- 
tion” in the legal sense. “Sure,” 
Sa.d Goodson caustically, “the man 
must have a radio, but that’s a 
Condition, not a consideration. He 
als» has to be able to speak Eng- 
lis, and be alive.” 

‘ranscription Broadcasting Ser- 
Vice, recently formed by Kermit 
R: ymond te handle its transcribed 
Shows, plans to go ahead with a 
&\ eaway it is developing “if there 
'S any possible way to stay with- 
in the limits of the law.” It had 
it yet seen the FCC edict. TBS 
h.d a proposed (as yet unnamed) 
Show to be launched in Septem- 
ber, a daily broadcast for member 
Stations proffering a $50,000 jack- 


pot. 


° Justin Miller, president of the 
‘Vational Association of Broadcast- 


ers, saw FCC action in banning 
radio giveaways as a precedent 
“for further interference with free 
speech.” He expressed hope that 
“those whose property interests 
are subject to these rules will soon 
bring about a court test.” ; 

The NAB president, a former 
member of the U. S. Court of Ap- 
peals here, challenged FCC’s right 
to act except on a case-by-case 
basis. He maintained that give- 
aways are not illegal, and that 
“their proscription in this manner 
constitutes an interference with 
program content.” 


200 Stations Ready 
to Sell Time for 
Whisky Advertising 


New YorK—Approximately 200 
radio stations have indicated they 
are willing to sell time to Schen- 
ley Industries for hard liquor, AA 
learned Friday (Aug. 19). 

Most of the broadcasters made 
their positions known after being 
approached by Schenley advertis- 
ing agencies, but others wrote di- 
rectly to the distiller, whose move 
to break radio’s longstanding ban 
against hard liquors is being 
vehemently opposed by the Dis- 
tilled Spirits Institute. 

Seymour D. Hesse, advertising 
coordinator for Schenley affiliated 
companies, is on vacation. No final 
decision on the fall advertising 
programs, including radio and 
other media, submitted by Schen- 
ley’s various agencies is expected 
until after Sept. 1 when Mr. Hesse 
returns to his desk. 

A report that American Broad- 
casting Co., the network most fre- 
quently mentioned as a possible 
outlet for a nationwide Schenley 
show, had written the distiller a 
note refusing to accept such a 
show was not confirmed by ABC 
or Schenley. 


a However, a Schenley spokesman 
said no radio network has agreed 
to carry a program promoting hard 
liquor. (National Broadcasting Co. 
earlier agreed to accept liquor ad- 
vertising on a test basis on a disc 
jockey show on owned and op- 
erated Station KNBC, San Fran- 
cisco. ) 

A spokesman for ABC said: 
“ABC has investigated the feasi- 
bility and possibility of accepting 
hard liquor advertising. Present 
indications are that no orders will 
be accepted.” 

If unable to break into the net- 
works, Schenley may put together 
a program to be spotted on sta- 
tions that have indicated their 
willingness to accept the distiller 
as a client. 


EDWARD CALDWELL 


NEw YorK—Edward Caldwell, 
88, former president of McGraw- 
Hill Book Co., died here Aug. 13. 


Duggan Leaves RW4&C; 


Joins Street & Finney 

Street & Finney, New York agen- 
cy, has opened a Chicago office 
at 120 S. LaSalle St., with Frank 
E. Duggan, formerly account exec- 
utive with Roche, Williams & 
Cleary, in charge. 

The new office has been named 
to handle the following accounts 
formerly handled by RW&C: D. 
D. D. Corp., Batavia, Ill., manu- 
facturer of D. D. D. prescription; 
Checker Taxi Co. of Chicago, taxi- 
cab service; Kenton Pharmacal 
Co., Covington, Ky., manufacturer 
of Brownatone, home hair color- 
ing, Histeen and A. M. Solution; 
and Dr. Peter Fahrney & Sons, 
Chicago, packaged medicines. It 
will also handle Walgil Kennels, 
Erlanger, Ky. 


ABC Signs Petri Wine 


Petri Wine Co., San Francisco, 
will return to network radio Sept. 
21, when it begins sponsorship of 
“Sherlock Holmes,” to be broad- 
cast Wednesday evenings over the 
American Broadcasting Co. Young 
& Rubicam is the agency. 


Last Minute News Flashes 


Big Yule Drives Set for Four Roses, Hunter 

New YorkK—Frankfort Distillers Corp. is set to loose its biggest 
Christmas drive for the promotion of Four Roses. The present copy 
theme, “Wouldn’t you rather drink Four Roses?” will be varied to 
“Wouldn’t you rather give Four Roses?” and “Wouldn’t you rather 
get Four Roses?” The campaign will break in newspapers and maga- 
zines in November, supported by point-of-sale material. The company 
will also put on its largest holiday push for Hunter. Young & Rubicam 
(Four Roses) and Owen & Chappell (Hunter) are the agencies. 


Tide Water to Telecast Stanford Games 

PaLo ALTO, CAL.—Tide Water Associated Oil Co., San Francisco, has 
signed an agreement with Stanford University to telecast all 1949 home 
football games, beginning Sept. 17, over an as yet unnamed San Fran- 


cisco TV station. 


IT&T’s Hobby Joins Capehart-Farnsworth 


Fort WAYNE—Jack L. Hobby, a member of the public relations de- 
partment of International Telephone & Telegraph Corp. for the past 
six years, has been appointed sales promotion manager of Capehart- 
Farnsworth Corp., an IT&T subsidiary. 


Ramsey Named by Kosto; Other Late News 


Kosto Co., Chicago, has appointed L. W. Ramsey Co., Chicago, to 
handle advertising of Kosto puddings and lemon pie filling... Fred- 
erick N. Lowe, president, National Newspaper Promotion Association 


and formerly promotion manager, 


Pittsburgh Post-Gazette, has been 


named promotion manager, Norfolk Newspapers... Seaboard & West- 
ern Airlines, New York, has shifted from Cromwell Advertising 


Agency to Caples Co., New York 


... Allen Funt’s “Candid Camera,” 


now an NBC-TV sustainer, will be aired on CBS-TV by Philip Morris 
& Co. (Biow Co.) as a replacement for “Tex and Jinx,” starting Sept. 
5...Keith Kiggins, former vice-president of ABC and with Television 
Associates, has been appointed manager of television sales for Ed- 
ward Petry & Co., New York. The company will soon name a new 
sales and promotion director to replace Irvin Gross, resigned... De- 
Jur-Amsco Corp. is backing a 25¢ price cut for exposure meters with 
a campaign in 12 newspapers, business papers and direct mail, via 
Reiss Advertising, New York... Rodney Erickson, producer-director 
ot “We, the People,” has been promoted to supervisor of radio-tele- 
vision operations of Young & Rubicam, New York... 


77 Video Channels 
Proposed by DuMont 


New YorK—Allen B. DuMont 
Laboratories last week made pub- 
lic the television allocation plan 
it will present to the Federal 
Communications Commission next 
month. 

The DuMont system, which pro- 
vides for 77 channels in the very 
high and ultra high frequencies, 
will be offered as an alternative 
to the 54-channel plan the FCC 
is now considering. Dr. Thomas T. 
Goldsmith Jr., director of research 
for the company, said the proposal 
provides for four of more stations 
for most of the nation while the 
FCC proposed allocations leave 
millions of viewers with the pos- 
sibility of only one or two stations 
at most. 

Other features of the DuMont 
plan: 

Intermixture of VHF and UHF 
assignments is reduced to lessen 
the need for set owners to buy 
converters and for station owners 
to purchase transmitters for two 
supplementary frequencies. 

Some cities, now equipped with 
limited VHF service, will be desig- 
nated UHF cities of the future. Ex- 
isting licensed and construction 
permit-holding stations in these 
cities will continue operating as 
VHF for a specified period of time 
until the transition to UHF can be 
made on a schedule designed to 
protect the station operator and the 
set owner. 

Dr. Goldsmith did not indicate 
what sections of the country will 
benefit most from the DuMont 
plan. 


Airline N. Y. Drive Opens 

A campaign by Trans Caribbean 
Airways emphasizing the speed of 
air travel is running in New York 
in newspapers, on TV stations, and 
includes car cards, outdoor and di- 
rect mail. The campaign theme is, 
“I missed my train and saved five 
days.” White, Berk & Barnes Ad- 
vertising Agency handles the ac- 
count. 


Tucker Scott Joins BBDO 

Tucker Scott has joined Batten, 
Barton, Durstine & Osborn, New 
York, as a television time buyer. 
He was formerly with Compton 
Advertising. 
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ITU Convention 
Gives Randolph 


Contract Controls 


OaKLAND—Woodruff Randolph, 
president of the AFL International 
Typographical Union, emerged 
from the union’s 9lst annual con- 
vention here last week with com- 
plete control over contracts be- 
tween local unions and employers. 

By a vote of 258 to 50, conven- 
tion delegates forbade officers, 
committees or members of ITU lo- 
cals from entering into any agree- 
ment, written, verbal or implied, 
with an employer unless the agree- 
ment previously has been approved 
by the international president. 

The amendment to the union’s 
contract rules was directed against 
“memorandum agreements” with 
employers of the kind made by 
Pittsburgh, Akron and San Fran- 
cisco locals. Teeth in the ruling 
give Mr. Randolph power to expel 
from the union any officers or 
members found guilty of violating 
ITU policies. 

Delegates also voted to increase 
payments to some 7,000 pensioners 
from $15 to $16 a week, and to 
give ITU officers a pension of $10 
a week for every two-year term 
served. The latter vote was pre- 
ceded by two hours of heated de- 
bate. 

By unanimous vote, members at- 
tending the convention also reaf- 
firmed the collective bargaining 
policies of the union, adopted two 
years ago following passage of the 
Taft-Hartley Act. 


Johnson Opens Own Agency 


Paul B. Johnson, formerly with 
Montgomery Ward & Co. and with 
Mills, Lund & Mann, Chicago, has 
opened his own agency, Johnson 
& Johnson Advertising, at 636 
Church St., Evanston, Ill. The staff 
includes N. L. Johnson, R. L. Erics- 
son, June C. Ericsson and W. C. 
Krull. 


Poppenberg Joins TV Agency 


Arthur Poppenberg, formerly of 
Tide’s sales staff, has joined Phil- 
brin, Brandon & Sargent, New 
York advertising agency, as an 
account executive. Previously, Mr. 
Poppenberg was a spot salesman 
for National Broadcasting Co. and 
American Broadcasting Co. 
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Pillsbury Uses 
Big Ad Campaign 
on New Contest 


MINNEAPOLIS—Pillsbury Mills 
has taken the traditional county 
fair baking contest, dressed it up 
with sophisticated appeals, put up 
$150,000 in prizes and backed it 
with the largest advertising cam- 
paign ever put on by the com- 
pany’s flour division—for the pur- 
pose of getting homemakers to do 
more baking with Pillsbury’s Best 
flour. 

The all-out flour selling promo- 
tion is keyed to a token the size 
of a 25¢ piece. Inscribed with the 
admonition, “Save this token—it 
may help you win $50,000 in com- 
ing Pillsbury contest,” the alumi- 
num “coins” first made their ap- 
pearance in grocery stores last 
month. 

Although the purpose of the con- 
test is to get more grocers to stock 
and push the flour and to get more 
housewives to buy it, no purchase 
of flour is necessary to get a coin. 
Four-color teaser ads in August 
issues of Better Homes & Gardens, 
Good Housekeeping and Success- 
ful Farming told readers, “All over 
America grocers are giving their 
customers free tokens like this. 
Get yours today and save it... 
You don’t have to buy anything to 
get them.” 


e A color spread in the Aug. 15 
Life featured Pillsbury’s Best as 
the flour that doesn’t have to be 
kneaded and again displayed the 
token, but remaining ads will push 
the contest until it ends Oct. 31. 

On the list are Better Homes & 
Gardens, Farm Journal, Good 
Housekeeping, Ladies’ Home Jour- 
nal, Life, Puck—the Comic Week- 
ly, Rural Gravure, Successful 
Farming, True Story, Woman’s 
Home Companion, 65 Metropolitan 
and independent comic sections 
and 15 newspapers in additional 
cities, plus the Galen Drake show 
on the American Broadcasting Co. 
web. 

Women who enter the con- 
test are required to send in recipes 
which use at least one-half cup 
of Pillsbury flour. 

First prize is $25,000, or $50,000 
if a token is sent in with the 
recipe. Second prize is $5,000 or 
$10,000 with token and third prize 
is $2,000 or $4,000 with the token. 
Contestants have a choice of six 
classifications: desserts, bread, 
cakes, cookies, pies and miscel- 
laneous. 


@ The razzle-dazzle, county-fair- 
come-to-town baking contest will 
be held after judges have se- 
tected the 100 best recipes. The 100 
chosen will receive a trip to New 
York, $100 (or $200 with the to- 
ken) and a two-day stay at New 
York’s Waldorf-Astoria. 

Run-off of the contest will be 
held in the Waldort’s grand ball- 
room, where Pillsbury will set up 
100 ranges so that the contestants 
may prepare and bake their reci- 
pes en masse. (The ranges use so 
much power, incidentally, that 
Pillsbury will have to run a spe- 
cial cable from the New York 
Central power lines to carry the 
ioad.) 

Nine grand cash prizes and 300 
additional awards, including the 
i00 General Electric ranges, will 
be given to the finalists. 

Leo Burnett Co., Chicago, di- 
rects the account and is handling 
all contest promotion. 


Davis Bulletin Moves 


Davis Bulletin Co., Buffalo, man- 
ufacturer of decals, advertising 


displays and the Davis Bulletin, 
has moved its offices to 701 Seneca 
St. 
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Publishes Directory 


The New York State Department 
of Commerce has published a 1949 
directory, “Business Organizations 
in New York State,” which lists 
names and addresses of 1,472 state 
and local trade associations, cham- 
bers of commerce and other co- 
operating non-profit business men’s 
organizations, with names of op- 
erating executives. 


Appoints Chandler A. M. 


John E. Chandler has been ap- 
pointed advertising manager of 
Wood River Oil & Refining Co., 
Wichita, Kan. He was formerly 
with Fred Eldean Organization, 
public relations counsel, as district 
representative for the Missouri- 
Iowa-Nebraska Oil Industry In- 
formation Committee. 


Reed Breaks Shoe Campaign 


E. P. Reed Co., Rochester, N. Y., 
shoe manufacturer, will break a 
fall campaign in women’s fashion 
magazines for its Matrix and Col- 
legebred lines starting this month 
and running through October. 
Black-and-white insertions will 
run from full to quarter pages. 
Geyer, Newell & Ganger, New 
York, is the agency. 


Plans Whisky Campaign 


Greenland, Inc., Chicago, will 
launch a campaign in September 
for Old Blue Springs whisky, for 
which it is distributor. Trade pub- 
lications will be used until dis- 
tribution is secured, followed by 
newspapers and point-of-sale ma- 
terial. Deuss-Gordon Advertising 


Agency, Chicago, is the agency. 
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Here’s a chance to buy a show with an average daily rating of 7.4. 


A net weekly rating of 20.9. It’s ‘‘The Intermountain News Edition’’ 
(5:15 to 5:30 p.m. Mon. thru Sat.) on 50,000-watt KSL. Available 
3 or 6 times a week. It’s yours if you call Radio Sales—fast. 


sve OP 


You save 
precious hours on 
every production job with 


Faithorn 3-in-l service. Finest Typog- 
raphy—master Platemaking and Printing—all 
centered in one convenient place for expert, 
co-ordinated all-inclusive production. Try 


Faithorn 3-in-1 production service—and know 
why so many busy advertising executives find 
it an always ready, always steady life line. 
Write—or telephone WHitehall 4-2300. 
FAITHORN is the ONLY concern in Chicago 


that offers advertisers this COMPLETE SERVICE... 
a definite saving of TIME, TROUBLE and MONEY. 


SPECIALISTS IN 
COLOR PROCESS PLATES 


—s 


‘Agency Man X Tells 
Agency Why It Lost 


(Continued from Page 1) 
new operational setup whose pur- 
pose is to determine as far as pos- 
sible, beforehand, the degree of 
persuasiveness of the themes and 
the presentations employed. 

“At the same time, I have rec- 
ommended that several new agen- 
cies be brought into the picture to 
provide additional strength and to 
assure that no one——————agency 
handles competing products. In 
order to accomplish this latter pur- 
pose, I have assigned one of the 
products, which we handled, to 
another agency. 


ea “All but one of the———— 
products have now been assigned 
and, for reasons which I am not 
at liberty to disclose, this product 
will not be assigned for some time 
to come. Meanwhile, I have been 
asked to continue my review of 
agencies. 

“T realized, when I took on this 
job, that I might very well risk 
the friendship of a number of 
competing agencies. My hope was 
that I would not lose their respect. 
I know -that when our agency is 
invited to present its qualifications 
on a particular account and we 
are later not selected, I am always 
curious to find out why. 

“Because of your patience and 
extreme good will in accepting my 
presence in the—————-picture, I 
feel duty bound to offer you the 
fullest explanation possible, if you 
wish, of why your agency has not 
been among those currently ap- 
pointed. I assure you, in any event, 
it bears no serious reflection on 
your agency and certainly no ad- 
verse judgment on my part. 

“T wish this made clear because 
the situation has been a most un- 
usual one and definitely puts me 
in an uncomfortable spot. I can 
only hope that, as a fellow agency 
man, you understand my position 
and feelings in the matter. I have 
done my level best to assure 
—————- —an important client of 
mine—of a compétent operation 
for the immediate future. Unfor- 
tunately, there weren’t enough 
products to favor all the agencies 
involved.” 


w On the basis that Agency Man 
X meant what he said—that he 
would be glad to provide a fuller 
explanation of why the agency in 
question was not _ selected—the 
head of the agency wrote Agency 
Man X and asked for the fuller 
explanation. A week later, the fol- 
lowing letter arrived: 

“Naturally, in any situation such 
as the one at , only a few 
agencies in the end can be ap- 
pointed simply because there 
aren’t enough products to go 
around. We were looking pri- 
marily for agencies with facilities 
sufficient to provide reasonable 
assurance that the copy they pre- 
pared would sell merchandise. This 
entailed not only field work but a 
considerable amount of research 
and pretesting. 

“We did not want to ‘prompt’ 
any agency concerning the man- 
ner in which it would provide this 
assurance—hence the wording of 
the question as you saw it. This, 
however, was one of the most im- 
portant questions among the four 
that competing agencies were 
asked to answer. It was our hope 
to remove as far as possible from 
sheer personal opinion the ap- 
proval of copy. 

“The agencies that submitted the 
best evidence that they were able 
to perform this function received 
preference and were then sub- 
jected to further investigation. 


es “I know the circumstances were 
unusual—particularly insofar as I, 


an agency man, was mixed up in 
them. I assure you, however, I 
bent over backwards to see that 
my client would get the best pos- 
sible break. I know that any 
agency—including our own—when 
it solicits an account, and then 
fails to get it, naturally questions 
the intelligence of those entrusted 
with the assignment of the ac- 
counts. If it didn’t, it would cer- 
tainly lack faith in itself. How- 
ever, I have been in the business 
enough years to realize that you 
can’t win every time and that, 
occasionally, what an agency 
thinks is a compelling reason for 
its selection is not always a com- 
pelling reason to an advertiser.” 


w AA asked if this “fuller explan- 
ation” was satisfactory. 

“Not exactly,” said the agency 
that received it, “and for the very 
reason that Agency Man X gives 
in his letter. We feel we answered 
his criteria as well as they could 
be answered. However, at least 
he understands that—even if he 
doesn’t feel the way we feel about 
it. And at least we’ve had the 
chance of presenting our story to 
someone sympathetic to an agency 
in the position of soliciting new 
business—which, at its best, is just 
this side of roulette.” 


McGraw-Hill Changes 
Catalog Page Trim Size 

A new standard page trim size 
of 812x11” has been adopted by the 
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catalog service division of the 
McGraw-Hill Publishing Co., New 
York, which eliminates a problem 
that has long bothered manufac- 
turers in preparing special copy 
to fit former page specifications 
which were 84x11”. 

In making this change, McGraw- 
Hill conforms to the recommenda- 
tion of the American Standards 
Association. A recent resolution of 
the association’s committee for 
vendors’ catalogs suggested the 
8%x11” size as the standard for 
sales literature and printed buy- 
ing information. 


FC4&B Signs Bill Gay 

Foote, Cone & Belding, Holly- 
wood, has signed Bill Gay to pro- 
duce the “Hallmark Playhouse,” 
which returns to the air on CBS, 
Sept. 8. 


A HOME OF YOUR OWN 
Write for details 


Practical Builder + Building Supply News 
5 South Wabash Ave., Chicago 3, Ill. 


Aithention: MEDIA DIRECTORS! 


George L. Trimble, Media Director of 
Fuller Smith & Ross says this about the 
MARKET DATA BOOK Number — 


“THE MARKET DATA BOOK IS 
ONE OF MY PERSONAL BIBLES. 
| FIND IN MY OWN WORK 
THAT | CANNOT VERY WELL 


GET ALONG WITHOUT IT!” 


® There's a mighty good reason for such praise 

—dand a reason that's mighty important to YOU: The 

MARKET DATA BOOK Number, published September 15th 

each year, is the only publication in existence which provides infor- 
mation on all business publications in the United States and Canada 
— plus specific and factual information regarding the markets they 


serve. 


@ It contains 550-pages of important, hard-to-get-elsewhere me- 


dia and market data information. 


@ The MARKET DATA BOOK Number is never sold separately — 
comes only as part-and-parcel of an INDUSTRIAL MARKETING sub- 
BUT amazingly enough, your total cost for the entire 


scription. 
service is just $3! 


@ Place your order today ona trial basis. If not completely satis- 


fied you get immediate refund. 


Gunn 


% RESERVE YOUR COPY —CLIP AND MAIL COUPON! 


INDUSTRIAL MARKETING 
100 E. Ohio Street, Chicago 


Please enter immediately my 1-year INDUSTRIAL MARKETING subscription for 
$3. | understand this includes an informative, monthly issue—plus the giant 
550-page Annual MARKET DATA BOOK Number which will reach me around 


September 15th. 
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Researchers Hit 
Where It Hurts 
in Mead’s Book 


‘Magnificent Macinnes’ 
by B&B Copy Chief Is 
Pollsters’ Nightmare 


New YorK—Victor Virgil Mac- 
Innes went to work occasionally 
when he needed money for beer, 
which he drank warm, but most 
of the time he spent fishing. He 
wore a dilapidated gray sweater 
underneath his coat even in New 
York’s steamy summertime. 

MacInnes, however, was extra- 
ordinarily gifted. An instantaneous 
Gallup-Roper-Hooper-Nielsen, he 
could sense what the “average 
man” (that creation of the re- 
searcher’s brain) preferred in any- 
thing from motion picture plots to 
styles in female figures. He never 
suffered from “electionitis,” he 
never was wrong. 

In New York, the research cap- 
ital, such talents would inevitably 
be put to commercial use. What 
happens when this human sound- 
ing board gets taken over by a 
quasi-idealistic researcher and a 
hep promoter, who has spent all 
his life looking for a gimmick, 
comprises the story in Shepherd 
Mead’s highly readable novel, 
“The Magnificent MacInnes” (Far- 
rar, Straus & Co., $2.50). 


es A veteran of several years in 


Me Abel 


in every 
dozen 


iN 


the advertising business, Mr. Mead 
is radio copy chief of Benton & 
Bowles. The novel—his first— 
has been optioned for stage pro- 
duction. 

Although written with a tongue- 
in-cheek approach, the book stays 
close enough to actualities to make 
its implications a bit frightening, 
for radio, magazines, motion pic- 
tures and book publishers, all of 
which become more slavish to the 
public’s demands as sales curves 
go down. 

Following MaclInnes’ pointers, 
the country’s most successful ra- 
dio commentator (whose popular- 
ity shot up to phenomenal heights 
after a crusade for Mothers in the 
United Nations) kept getting high- 
er Hoopers all the time, but many 
of the persons called admitted 
that he pleased them so much that 
they went right to sleep like a 
child listening to his favorite bed- 
time story. 
ws “Manners House’s” new novel— 
the hero, heroine, story line, set- 
ting, title and cover having been 
dictated by MacInnes speaking for 
the common man—received a 
$100,000 offer from Hollywood be- 
fore it was even completed. The 
publisher was so impressed that 
preliminary surveys were started 
for a second book. However, even 
in the midst of such plenty, he 
voiced a doubt. 

“I don’t like to complain,” he 
said, “but the second book is be- 
ginning to shape up pretty much 
like number one. Sometimes a bit 
hard to tell them apart. Not that 
I consider it a complete disad- 
vantage. We’ll have a new title, of 
course, and a different dust jack- 
et. Does worry me, though.” 

A magazine editor, who was 
equally delighted with the effect 
the surveys were having on her 
sales and readership, noticed a 
similar tendency. 


w The real danger of letting the 
public—or the lowest common de- 
nominator of the public—dictate 
the trends in art is voiced by a 
researcher: 

“Nobody asked for Shakespeare, 
or Galileo, or Goethe, or the steam 
engine, or radio. Before they hap- 
pened, nobody on earth could even 
imagine any of them. And even if 
anybody could have imagined 
them, the surveys would have 
voted them down, first time 
around.” 

The radio program format ar- 


Dont fot the BIG ONES get outay'| 


Fishing for sales? Drop your bait 
where the big ones will grab for it— 
in the pages of TRANSPORT TOPICS, 
the only ABC paper devoted to truck- 
ing. Nine out of ten motor-freight car- 
riers—men who operate 1,000,000 
vehicles, own 51 percent of tractor- 
trailer combinations and spend $12 
billion on the things you sell—read 
and prefer TRANSPORT TOPICS, 


Gransport Topics 


The National Journal of the Motor-Freight Carriers 


Washington 6, D.C. 


‘SALE-SILLY’—An attention-getter in Cleveland was this page that appeared in the 
Plain Dealer, showing how a woman can look when she has been confused by a 
plethora of retail furniture sales ads. Copy was prepared and placed by Lustig Ad- 


vertising 


Agency. 


rived at through MacInnes surveys 
is not a great deal different from 
many of those developed in this 
age of Hooper and Nielsen. 

“I have noticed one frightening 
thing about this program,” wrote 
Harry Grope, the “forthright radio 
columnist” in the book. “Apart 
from. the fact that such com- 
parative tripe should be so pop- 
ular, it appears to be setting a pat- 
tern, and a pretty rigid one, too. 
Not only does it seem to be imi- 
tating itself from week to week, 
but already other programs are 
beginning to imitate it, in its se- 
lections of music, its type of com- 
edy—even down to general format 
and the selection of stooges.” 
@ MacInnes himself takes the 
heftiest swing at pollsters: 

“You take me, or you take any 
man with a poll. Once you start 
dependin’ on him to tell how to 
write programs, or books, or any- 
thing, why you stop the most im- 
portant thing before it gets started. 
And that’s ideas, the little germ 


ideas that grow into all the 
thoughts, good and bad, that any- 
body has. 


“Why this system we’re startin’ 
now is like sayin’ you don’t like 
a tree before you even see the 
shape of the seed. We’re stoppin’ 
ideas before they get a chance to 
grow, and we’re cuttin’ ourselves 
off from somethin’ that’s as much 
our right as—well, as air and 
sunshine.” 


Form Sales Development Firm 


Frances M. Keith, formerly 
vice-president and account exec- 
utive of Abbott Kimball Co. of 
California, and Frances L. Coop- 
er, formerly advertising represen- 
tative of Fairchild Publications, 
have formed a new sales develop- 
ment and sales’ representation 
firm, Keith-Cooper Sales Develop- 
ment. Beginning Sept. 1, head- 
quarters will be located at 26 
O'Farrell St., San Francisco. 


Ofters New Heading Service 


Lyndon Rea Boyd-Advertising, 
Oneonta, N. Y., is offering a new 
heading service designed for wo- 
men’s wear stores. Mats of more 
than 300 words and symbols are 
included. Price for the complete 
package is scaled from $27.50 to 


$47.50, based on population. 


1,500,000 More Households 
In 1949 Than in 1948 


The number of households in the 
United States continued to increase 
during 1948, and reached 42,107,000 
by April, 1949, the Census Bu- 
reau estimated last week. 

In April, 1948, the bureau esti- 
mated 40,720,000. During the nine 
year period, the proportion of 
single males (over 14) declined 
from 35% to 26% and single fe- 
males from 28% to 20%. 


Browning Arms to Gillham 


Gillham Advertising Agency, 
Salt Lake City, has been retained 
to handle the advertising of 
Browning Arms Co., St. Louis, 
Browning automatic and Super- 
posed shotguns. The fall schedule 
includes outdoor and men’s maga- 
zines, plus sporting goods and 
hardware trade publications. 


55 
PM Whisky Ads to 
Feature Wildlife 
New YorK—National Distillers 


Corp. has scheduled a fall cam- 
paign to break early in Septem- 
ber for PM Deluxe whisky in 427 
newspapers from coast to coast and 
26 national magazines. 

In each of the ads an animal 
is shown enjoying food commonly 
associated with his species. Copy 
says millions of men prefer PM 
for “that clear, clean taste.” 

Of the 26 magazines to be used, 
the advertiser would disclose only 
six on the schedule: Field & 
Stream, Liberty, Life, Look, True 
and Sports Afield. Outdoor and 
car cards will also be used. 

The familiar PM trademark— 
Pat and Mike, the two bellboys— 
will be continued in the cam- 
paign, but in a subordinate posi- 
tion to the animal figures and 
the basic “taste” theme. 

Lloyd, Chester & Dillingham will 
handle the campaign. 


Displayers to Williamson 


Displayers, Inc., New York, pro- 
ducer of all types of advertising 
exhibits, has named Williamson 
Associates, Rochester, as western 
New York sales representative. 
Williamson Associates was recently 
formed by Richard A. Williamson, 
formerly art director and advertis- 
=e manager of Regent Specialties, 

ne. 


NEW JERSEY'S FOURTH LARGEST MARKET 


BAYONNE CANNOT BE SOLD 
FROM THE OUTSIDE 


You step right in to 7% out of every 10 
homes in Bayonne when you advertise in 
THE BAYONNE TIMES. There is no compe- 
tition, and no other combination of papers 
can sell Bayonne because THE BAYONNE 
TIMES gives complete coverage. 93% 
Home Delivered. 

Send for the TIMES Market Data Book 
THE BAYONNE TIMES 
NATIONALLY REPRESENTED BY 
BOGNER & MARTIN 


295 Madison Ave., W. Y. + 228 WN. LaSalle St., Chicago 


ae 
DIMENSIONAL 
DISPLAYS 


ONE CALL FOR ALL 


'@ BASIC IDEAS @ ART WORK ® CARDBOARD 
_@ CONSTRUCTION ® METAL ® PLASTIC ® WOOD 
© GLASS © LAMINATION © PRINTING 


RIVER RAISIN PAPER COMPANY: 


° 


DISPLAY DIVISION 


RIVER RAISIN 


MONROE, piatantateierat 


(DISPLAYS 
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The case history of a recent promotion 
which broke all records for increased sales 


@ On January 25th, 1948 the Spool Cotton Com- 
pany—the leader in its field in the United States 
—published a 196-line advertisement in The 
American Weekly and offered, for 10¢, booklets 
on crocheting and knitting. 


Results? The advertisement brought in over 
40,000 coupons and more than 104,000 dimes for 
more than 104,000 booklets! The coupons came 
from women—in homes—the same women who 
buy or influence the purchase of automobiles, 
food products . . . and diamonds. But success 
stories don’t end at ““Chapter One’’. 


This 1948 experience inspired the heads of the 
Spool Cotton Company to a new approach in 
the merchandising and selling of Chadwick’s Red 
Heart Yarn, and so, when it was decided that a 
more aggressive effort for Red Heart wool yarns 
was needed in 1949, the Spool Cotton Company 
scheduled a full-page, 4-color advertisement to 
be published in The American Weekly on 
January 16, 1949. 

Appearing only in The American Weekly, the 
advertisement offered instruction and pattern book- 
lets for sale through stores carrying Chadwick’s Red 
Heart Yarn. Sale of the booklets by mail was de- 
liberately made secondary, 


Well in advance, the Spool Cotton Company sales- 
men—and The American Weekly merchandising 
helpers—went to work on the stores . . . with reprints 
of the advertisement, and suggestions for counter 
and window displays. 


A page moves mountains! 

The sales organization of the Spool Cotton Company 
carried proofs of the Chadwick’s Red Heart Yarn 
advertisement in their contacts with buyers in de- 
partment stores, art-needlework stores and syndicate 
stores—plus circulation information concerning The 
American Weekly with its great delivery in more 
than *9,868,474 homes. 


Every important syndicate store in the nation bought 
and promoted Chadwick’s Red Heart Yarn. . . with 
but few exceptions. Department and art-needlework 
stores which had failed, repeatedly, to stock Chad- 
wick’s now bought the yarn . . . added the pattern 
booklets . . . arranged hundreds of window and 
counter displays. Their own local advertising stressed 
the phrase—‘‘As advertised in The American Weekly!” 


Results again? The Spool Cotton Company. proved 
The American Weekly advertisement to be the most 
productive sales effort they had ever put behind 
Chadwick’s Red Heart Yarn. Although sales were 
then at an all-time high, the new promotion pro- 
duced the biggest percentage of increased sales in 
Chadwick’s history! Consumers responded hand- 


somely to retailers’ promotional efforts—resulting in 
new and maintained business increases for the stores. 


The officials of the company report that nothing 


they have done in recent years has proved more 


clearly the value and compelling force of coupling 
good products with good advertising, to the complete 
satisfaction of all concerned. 


A moral for manufacturers, advertising agencies, 
and merchants: There is one national magazine, The 
American Weekly, which delivers a printed adver- 
tising message to more people, in more homes, than 
any other. Its depth of penetration into our major 
markets has repeatedly helped create—for the makers 
of automobiles, soaps, foods, and other products— 
the same kind of “succéss story’”’ it helped write for 

Chadwick’s Red Heart Yarn. 
Through The American Weekly, your advertising 
message attains a circulation of *9,868,474 A.B.C. 
. and at the lowest 


Latest Cost per color 

cost, as shown: A Bt A 
The American Weekly . 9,410,561 $2.36 
Pc vestsesese sce ee. G- 
Saturday Evening Post . 3,923,606 4.08 
Collier’s ....+.ccce- 2,099,115 3.88 
BOGE ceocececccen+ eee 6 €fe 


*Beginning September 4, The American Weekly will be distrib- 
uted with the Cincinnati Enquirer, bringing its total circulation 


‘HE AMERICAN 


in the World 


THE 
\\W/EEKLY 


Greatest 
Circulation 
‘“‘4 Hearst Publication’’ 
MAIN OFFICE: 63 VESEY STREET, NEW YORK 7, N.Y. 
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